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Rough Proofs Ask Bread Bakers 


That Gillette radio buy looks a 
jot better now that Joe Louis is no | 
longer belting out his opponents 
before you can pause for station 
identification. 

v 


. 


According to an authentic mes- | 


sage from the spirits world, Miss 
Ann Barrow, of Baxley, Ga., has 
been chosen as this year’s Miss 
Spirits of Turpentine. 

~~ ww 


The Governor of Georgia has re- 
fused to authorize the inclusion of 
a peach on the state automobile 
license tags for next year, being a 
firm believer in the adage that 
there is no market for coals in 
Newcastle. 

v 


7, ¥ 


Red is the most popular color 
for packages, because of its high 
recognition value, the Eagle Print- 
ing Ink Company reports. A red 
package, like a red-headed gal, is 
harder to forget. 

’ 


The Clothing 
Association declares it will fight 
the new wool labeling act in the 
courts. Its advocates, of course, say 
they’re merely trying to see how 
much wool is masquerading in 
sheep's clothing. 


7 © 


Manufacturers’ 


7. VF F 


ADVERTISING AGE says Seagram 
sports advertising tells how the 
American League race looks to 
Oscar Vitt. From his comfortable 
perch out on the Pacific Coast, it’s 
a cinch it looks a lot better to Ossie 
now than it did last year. 

v 


vy 


Ladies who have been hearing 
about the shortage of imported cos- 
metics materials are beginning to 
wonder if they’re going to be com- 


pelled to appear in public with 
faces as naked as Eve's. 
, F v 


S. L. Mayham says toilet goods 


manufacturers need research to 
establish a scientific basis for ad- 
vertising claims, but the average 


female prefers to regard her make- 
up kit as a hope chest. 
v 


= 


Philadelphia’s defense boom has 
resulted in a big increase in golf 


memberships, ADVERTISING AGE re- 
ports. Fortunately most links haz- 
ards over here continue to be of 
the artificial variety. 
. e.2 
Radio set makers have been 
worrying over when an established 
price is really established for ad- 
verlising purposes. Well, it should 
na been quoted to at least one 
dealer by at least one salesman. 
v v 7 
Curiosity killed a cat, and 
igencies eager to look over the 
Svignt ideas of radio script writers 
are having plenty of opportunity 
to tell it to the judge. 
v v v 
Sife deposit companies are be- 
ing urged to advertise the merits 
f their system of protecting valu- 
ab After all, they’re bound to 
co to grips with the mattress 
mMa-ers sooner or later. 


ee 


e British are taking it on the 
ch the stock market is faltering 


‘nc the Yankees haven't been able 
‘0 “verhaul the Indians. About the 


thing you can really count on 
at stretch run of Whirlaway. 


Copy Cus. 


Current Prices 


} 


| 
| 


| Price 
| Supply hopes to steer away from 
| spiraling prices. 


|aimed at trimming civilian output 
|in the motor industry another 30 to 


| its plant capacity free to make vital 
| defense goods. 


,/on the boards of trade. 


| bol of the cost of living. 


| nation’s bakers, it was believed, be- 


Not to Increase 


Further Curtailment 
of Auto Production 
Sought 


SPEED EMPHASIZED 


. : 


Washington, D. C., June 18.— 
Uncle Sam’s price guardian, Leon 
Henderson, added bread this week 
to the growing list of foods and| 
commodities which his Office of | 
Administration and Civilian 


The price administrator’s letter to 


hundreds of bakeries throughout 
the country, asking them not to in- 
crease bread prices, followed by 


only a few days an appeal to auto- 
mobile manufacturers to cancel re- 
cent price boosts. This request was 
made concurrent with a new move 


40 per cent—leaving more than half 


Wheat Quotations Rise 


Advance word was sent to the 


cause of mounting wheat quotations 
No recent | 
or impending increase in bread | 
prices was cited. Mr. Henderson’s | 
letter said that “in our policy of | 
stabilizing prices we consider bread 
of special importance owing to its 
prominence in the diet of all mem- 
bers of the community and the sig- 
nificance of bread prices as a sym- 
I ask that 
there be no change in your volume 
discounts, cash discounts, credit 


| practices, stale bread return allow- 


| that 


ances, or other trade or price prac- 
tices, or alteration of bread formulas 
would have the effect of in- 
creasing net manufacturers’ prices.” 
The price administrator promised 
to give prompt attention to any in- 
stances of hardship evoked by com- 
pliance with the OPACS request. 


Ask New Negotiations 


In the latest move to cut auto 
production, Secretary of the Navy 
Frank Knox joined Secretary of 
War Henry L. Stimson in asking 
OPACS to negotiate with manufac- 
turers on a new 30 to 40 per cent 
curtailment. The industry agreed 
less than two months ago to a 20 
per cent reduction in civilian out- 
put Without commenting on the 
request, Mr. Henderson asked the 
Ford, Chrysler, Nash, Studebaker 
and Hudson companies to withdraw 
immediately price increases an- 
nounced recently. He said he could 
not emphasize too strongly “the im- 


portance of companies in various 
industries getting in touch with 
OPACS before announcing price 


advances for discussions of the cost 
factors believed to necessitate such 
action. Price advances are not justi- 
fied when profit levels are favor- 
(Continued on Page 29) 
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Changing its slogan from "It Pays to 
Fly’ to ‘Save Time by Air," the Air 
Transport Association has launched a 
new institutional campaign in magazines 
and newspapers pointing to its contri- 
bution to national deferse by helping 
conserve a vital material—time. Erwin, 
Wasey & Co. is the agency. 


Air Transport 
Group Launches 


New Campaign 
‘Save Time by Air' New 


ASCAP Threat Brings 


New Row with NBC, CBS 


Grade Labeling 
Called Obstacle 


fo Improvement 


Keller Tells Auxiliary 
of NARG Benefits of 
Advertising 


Chicago, June 18.—A grade label- | 
ing law might prove harmful by 
killing incentives to produce prod- 
ucts higher in quality than that 
established by law, in the opinion 
of Ralph Keller, George A. Hormel 
| & Co., and vice-president of the 
|Chicago Association of Manufac- 


| 
turers’ Representatives. He spoke 


ibefore members of the women's 
auxiliary of the National Associa- 


|tion of Retail Grocers at a special 
meeting here yesterday. 


“Grade labeling, a subject of 
great interest to the grocer, is the 
newest subject being brought to 
public attention by consumer 
| groups,” observed Mr. Keller. “No 
| doubt there are advantages to 


grade labeling, but let us look at a 


Slogan in Emphasizing | few of the many far-reaching in- 


Defense 
New York, June 18.—With all 
hands clamoring for speed in de- 


fense production, the Air Transport 
Association this week launched a 
newspaper and magazine campaign 
spotlighting the airlines’ swift 
transportation of men and ma- 
terials as a vital contribution to 
the national effort. 

The campaign marks the ATA’s 
first use of newspapers and the in- 
troduction of a new slogan keyed 
to the theme of speed. “It Pays 
to Fly” has been replaced by “Save 
Time by Air.” 

Full-page copy is appearing this 
week for four consecutive days in 
a quartet of Washington, D. C., 
newspapers. Copy pledges the air- 
lines to “give the United States the 
dependable service it needs .. . to 
save Time the one irreplace- 

(Continued on Page 26) 


fluences it might have on our pres- 
lent foods and food distribution. 
Some people say that grade label- 
ing would, to some degree, regi- 
mentize our meals and our tastes 
and that there wouldn't be the pos- 
sibility of selection of foods such 
as we have today. 

“Many thoughtful people believe 
that, if grade labeling becomes a 
law, there would be no incentive 
to improve the quality of food 
beyond the standard set. Manu- 
facturers would simply be required 
to see that their products were of 
sufficient quality to meet the re- 
quirements set by the standard of 
grading If a better grade were 
produced, how would it be identi- 
fied and, since the standards of the 


highest grade are set, who could 
decide what is better than that 
which has already been Officially 


| proclaimed as best? When you set 
a standard and have no premium 
(Continued on Page 29) 


Last Minute News Flashes 
Delco Launches “Aid Defense” Campaign 


New York, June 20 
poration today released initial copy 
will get 


“Aid Defense” and stresses 


into full swing next week 
fuel conservation 


Delco Appliance Division of General Motors Cor- 


here in a newspaper campaign that 
in other markets. Copy is headed 
A unique offer is made 


of a booklet telling how to save fuel without buying automatic equip- 


ment. 
coal as well as oil. 


New York, June 20 


Copy also plays up the applicability of Delco units to gas and 
Stewart, Hanford & Casler, Rochester, is the agency 


|sic to their networks.’ 


Negotiations Hit Snag; 
BMI, Marks Sue Over 
Disputed Music 


New York, June 19.—Relations 
between CBS, NBC and the music 
industry this week deteriorated 
perceptibly and seemed to be mov- 
ing backward rapidly to the “war 
of nerves” period that preceded 
the disappearance of ASCAP music 
from the air waves last January. 
New antagonisms arose and verbal 
brickbats began to fly once again in 
the wake of ASCAP’s threat to sue 
the two networks, Broadcast Mu- 
sic, Inc., and the National Associa- 
tion of Broadcasters under the 
Sherman Anti-trust Act, seeking 
triple damages that might total 
$20,000,000 

ASCAP’s recourse to the courts 
would be based on the “more than 
1,000,000 musical numbers con- 
trolled by the society which have 
been banned from the major radio 
networks since Jan. 1.” ASCAP 
spokesmen indicated that in addi- 
tion to the networks, BMI and 
NAB, the Radio Corporation § of 
America, radio and their 
agencies might party to 
the suit. 

As a result of the ASCAP legal 
threat—the suit has not actually 
been instituted—the negotiations 
that have been in progress between 
the society and NBC for several 
weeks appeared to have struck a 
snag, although ASCAP spokesmen 
expressed the opinion that they 
could see no reason why discussions 
could not continue. NBC represen- 


sponsors 
be made 


tatives, on the other hand, leaned 
toward the belief that the threat 
of legal action constituted a new 


wall between broadcasters and the 
music industry, barring the path 
to an early settlement. Negotiations 
between CBS and ASCAP have 
been at a stalemate for a fortnight. 


Accuses NBC, CBS 

In announcing ASCAP’s proposed 
recourse to legal action, John G. 
Paine, general manager, asserted 
that CBS and NBC “have no hon- 
est intention to return ASCAP mu- 
’ He charged 
that when ASCAP “goes to the sta- 
tions they say they can’t play our 
songs until the chains make an 
agreement and the chajns say they 
can’t play the songs until the single 
stations do so.” 

The only official reaction regis- 
tered by the networks was a wire, 
said to have been dispatehed from 
Washington by Niles Trammell, 
NBC president, to an ASCAP offi- 
cial, expressing the hope that re- 
ports of an impending suit were 
untrue. 

Meanwhile, the radio-music sit- 
uation became even more muddled 
when BMI and Edward B. Marks 


| Music Corporation filed suit against 


Stauffer Joins Kenyon & Eckhardt | 


Joseph R. Stauffer, since 1934 a member of Young 


& Rubicam’s radio department and since 1938 manager of the Hollywood 


office, 
Tyler Davis, resigned. 


has joined Kenyon & Eckhardt as radio director. 


He 


succeeds 


Standard Brands to Push Enriched Yeast 


New York, June 20. 


A new enriched yeast will be featured by Stand- 


ard Brands, Inc., in a campaign expected to get under way in August in 
a list of 50 newspapers in major markets and several women’s maga- 


zines. 


program. .. 


Copy will tie in with nutritional objectives of the national defense 
Walter Thompson is in charge. 


Gilmore Oil Account to Ruthrauff & Ryan 


Los Angeles, June 20.—Ruthrauff 


appointed to handle the advertising of Gilmore Oil Company. 


& Ryan, Inc., Los Angeles, has been 
Ruth- 


rauff & Ryan offices in San Francisco and Seattle will cooperate. 


ASCAP 
Court 
status 
written 
included 


in New 
seeking to 


York Supreme 
determine the 
of certain musical works 
py ASCAP members but 
in the Marks catalog. 
Marks resigned from ASCAP last 
year and joined BMI. The latter 
held that ASCAP writers assigned 
all of the performing rights in their 
works to their publishers. ASCAP 
has challenged this contention. 


Calls It “Admission” 

The society referred to the filing 
of the BMI suit as “an admission 
by the major networks of their ur- 
gent need for the society’s music 
even in small quantities.” 


“It is not surprising that BMI 
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should seek some ASCAP vitamins 
to bolster up the diet of ersatz mu- 
sic which has been distressing the 
appetite of listeners and sponsors 
alike,’ declared Mr. Paine. 

BMI’s rejoinder was issuance of 
an analysis of radio listenership, 
based on CAB ratings, showing that 
between Jan. 1 and April 20, 1941, 
ratings for popular music programs 
increased two per cent, and ratings 
for concert music 6.2 per cent over 
the comparable period of 1940. 
BMI also cited a Hooper analysis 
showing an increase of 9 per cent 
in the number of hours devoted 
to sponsored popular music on net- 
works. 


Blanke to Brown 


F. Carl Blanke, formerly with 
Popular Science, has joined the 
Burton K. Brown’ Advertising 
Agency, Chicago. 

To Pettingell & Fenton 

Sports Guild, Inc., has named 
Pettingell & Fenton, Inc., New 


York, as sales promotion and ad- 
vertising counsel. 


To Burdette Phillips 

The Home Furnishing Reporter, 
New York, and Cine-Mundial, New 
York. have appointed Burdette 
Phillips as representative for the 
Middle West. 


NBC Television 
Stations Win 
FCC Approval 


New York, June 18.—Applications 
for commercial television, filed June 
16 with the Federal Communica- 
tions Commission by the National 
Broadcasting Company, were ap- 
proved by the FCC last night and 
NBC is now going ahead signing up 
sponsors so that they can begin on 
the New York station July 1. Other 
NBC stations will 
Washington and Philadelphia. 
| NBC’s New York station, which 
will offer the 15-hour program serv- 


be operated in | 


ernment’s defense demands which 
| “take precedence over all other ac- 
tivities.” 

RCA Mfg. Company has an- 
nounced that it will adjust all RCA 
television sets in the New York area 
to conform to the new standards 
without cost to owners, distributors 
or dealers. 


3 FM Stations to N. Y. 


The Federal Communications 
Commission has issued commercial 
frequency modulation construction 
permits to Station WQXR, Muzak 
Corporation and_ the 
Broadcasting System, all of New 
| York. With the three new stations, 


ice specified by the FCC as a mini- | 


mum weekly schedule, has been on 


the air experimentally since June, | 


1936, as W2XBS. NBC’s Washing- 
ton transmitter, W3XNB, is ex- 
‘pected to begin testing in Novem- 
|ber and to be ready for commercial 
iservice March 1, 1942. The FCC 
|also was asked for approval of the 
|site of a Philadelphia station which 
may be in operation July 1, 1942. 
Pointing to the defense effort as 


try, NBC in a letter accompanying 
the applications said that service 
and construction required will be 
carried out subject only to the gov- 


| the first concern of the radio indus- | 


a total of 11 FM transmitters have 

been authorized in the New York 

area, 

|Full Account to Pepper 
Distilled Liquors Corporation, 

|New York, has appointed J. W. 


Pepper, New York, as agency for 


Gordon Starts 
‘Balanced Diet’ 
Bread Campaign 


New York, June 18.—An attempt 
to regain for bread its traditional 
place of importance in the dietetic 
scheme was launched this week by 
|Gordon Baking Company, Detroit, 
with a newspaper campaign herald- 
ing Silvercup as a “balanced diet.” 
The schedule, the first handled by 


assumed direction of the account 
'recently, calls for weekly insertions 
in 16 newspapers in New 
Chicago and Detroit. Radio plans 
/are also being formulated. 

Tying in Silvercup’s vitamin and 
|mineral enrichment with the re- 
quirements of defense workers, the 
Gordon copy emphasizes the bread’s 
economy appeal by comparing its 


| Three Captains rum, Doro brandy,| cost with other foods containing 
ions wae 2 gee — = McKib- | similar nutritive values. A 10-cent 
|bon’s Irish whisky. € agency | joaf > exe is sai S- 
‘now handles the entire Distilled oat, for example, is said to pos 


|Liquors line, having been already 
named for Hildick Five’ apple 
brandy, Black Label applejack 
brandy and apple juice. 
‘WINC Signs with BMI 
Station WINC, Winchester, Va., 
has joined the Blue network of the 
National Broadcasting Company. 


4 


Urban Iowa 


read ONE newspaper 


out of 5 } 


...80 do 4 out of 5 
of their customers 


Drugs? 


Do you sell food? 
Hardware? 


Automobiles? 
Lumber? 


In Iowa's prosperous 81 cities your 


advertising influences your dealers 
and at the same time sells their cus- 
tomers because both read one news- 


paper. 


4 out of 5 city-living Iowans read 


The Des Moines 
Iowa’s half-billion 


Sunday Register. 
dollar urban mar- 


ket (bigger than Cleveland) is yours 


for the asking if you ask with “A” 
schedules through . . 


The Des Moines 
Register and Tribune 


376,372 Sunday—Milline $1.59 


318,965 Daily—Milline $1.57 


sess the same carbohydrate content 
as 42 cents worth of apples; pro- 
tein content of 25 cents worth of 
eggs: calcium content of 29 cents 
worth of cottage cheese; vitamin B, 
content of 66 cents worth of calf’s 
liver; iron content of 83 cents worth 
of spinach. 

Emphasis is also placed on the 
“two-thirds of a pint of rich, coun- 


pe |Geyer, Cornell & Newell since it! 
Municipal | 


York, | 


=e} 


STARTS DRIVE 
Put This “OOD EWS 
in His Lunch Box 


| 


vee crea cnener 


- Silvercup /{ Brea 


TE WORLD'S FINEST 8814: mm 


Terming its Silvercup bread a “balanced 

diet," Gordon Baking Company has 5e- 

gun a new campaign for the produ: in 
16 newspapers. 


Blueberry Co-op 
Doubles Ad Fund 
for New Campaign 


New York, June 17.—With an 
advertising appropriation twice the 
size of last year’s, Blueberry Co- 


try-fresh milk—golden milk with | operative Association will  laune! 
all the cream left in,” contained in| its annual seasonal campaign June 
each Silvercup loaf. The recom- | 25 in 40 newspapers in New Eng- 
mendation is made that two slices| land, New York and the Mid-At- 
of “balanced-diet” bread be con- lantic and Midwestern states. The 
sumed with every meal. campaign will be more extensive 


Kinsall Made Manager 
of Kane Agency 


William H. Kinsall, formerly 
manager of the publicity depart- 
ment of Altorfer 
Brothers, Peoria, 
Ill., has joined 
the Kane Adver- 
tising Agency, 
Bloomington, IIL, 
as general man- 


ager. 
Mr. Kinsall is 
a past president 


of the Peoria Ad- 
vertising and 
Selling Club and 
for the past year 
has served on 
the Advertising 
Federation of America’s national 
committee on awards for club 
achievement. He has spent 18 
years in advertising, merchandising 
and publicity work. 


W. H. Kinsall 


Signs “Blacked Out” 
in Atlanta Drouth 


Due to six weeks’ drouth that has 
brought the reservoirs of power 
companies in northern Georgia to 
a dangerously low level, and made 
it necessary to conserve power for 
defense industries in the area, illu- 
minated posters have been dark- 
}ened by advertisers to help save 
electricity. This 
effect throughout the Atlanta area, 
land outdoor advertisers are receiv- 
ing rebates of from 10 to 20 per cent 
for their cooperation. 


Falk Advances Three 

W. L. Schneider has been elected 
vice-president of the Falk Com- 
pany, Milwaukee, and will continue 
in a supervisory capacity in the 
sales, sales promotion, and adver- 
tising departments as director of 
sales. He is succeeded by T. F. 
Scannell as sales manager, and 
J. B. Kelley has been named assist- 
ant sales manager. 


Places Christmas Copy 


Eaton Paper Corporation, Pitts- 
field, Mass., will place its 1941 
Christmas campaign on gift letter 


papers in business publications, and 
will use full color ads in Life and 


blackout is in| 


both in the number of newspapers 
on the schedule and in the fre- 
quency of insertions. 

In New England and New York, 


where the campaign will begin, it 
will continue for four weeks, in the 
Middle Atlantic states for six weeks 
and in the Middle West for eight 
weeks. Insertions of 56 lines will 


be placed twice weekly, with copy 
emphasizing the flavor and size of 
Tru - Blu- Berries and suggesting 
their use in desserts and cereals 
Beginning July 1, the New Jer- 
sey Department of Agriculture in 
cooperation with the New Jersey 
Council will launch a drive for 
blueberries in 15 newspapers, using 
copy provided by the 
The campaign will continue for 
four weeks, with 70-line insertions 
Charles W. Hoyt Company is 
directing the association campaign 


association 


To Use Magazines 

Grip-Tuth hair retainers, a prod- 
uct of Diadem, Inc., Leominster, 
Mass., will be promoted this fall 
in newspapers, national magazines 
and trade publications. Dundes 
and Frank, Inc., New York, is the 
agency. 


| 


@ In the important, expanding self-service 
market, the buyer gets SELECTION W'TH 
OUT SUGGESTION. 


Mademoiselle, and black and white! 


in The New Yorker. 


Willvs Gets Stanton 
Arthur T. Stanton, 
Chrysler executive and distributor, 
has joined Willys-Overland, Toledo, 
as sales promotion and merchandis- 

ing manager. 

To Philmac Typographers 
B. W. Radcliffe. Jr.. has resigned 

from the sales staff of Tudor Typog- 

raphers, New York, to join Philmac 


Typographers, New York, in a sim- 


ilar capacity. 


former| 


© Consumer advertising is most important 

where the customer selects and buys vu" 

affected by special displays or store pet 

sonnel. 

@ 1,400,000 of THE FAMILY CIRCLE’s ir 

| culation is distributed through self-sery ce 
stores 
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” With the end of his trunk the elephant pushes the timber to the land. Then he 
™ grasps it in the exact middle, rests it on his tusks and carries it to the sawmill, At 
ks the mill he feeds bis log into the saw, dodging dangerous machines...” 
ht from “ELEPHANTS” by W. W. Robinson 
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True ARE SOME important national advertisers 
who look at The American Weekly as a great spec- 
tacle—nothing else like it in captivity. Its circulation 
—its welcome into more than 7,300,000 homes every 


The elephant can handle toothpicks with unbeliev- 
able delicacy —as well as teak logs... 


He is faithful and beloved of those who know 
how to use him week in and week out, to get the 


The American Weekly seeks more advertisers with the 
vision to realize that a market of more than 7,300,000 
homes, when really explored and cultivated, is big enough, 
ALONE, to provide a glowing future for most products. 


~ week —they regard with the small boy’s awe of the world’s work done. Finally, the advertiser who puts these points down... 
¥. performing elephant at the circus. There is a long list of successful advertisers who recognize 1. The American Weekly market is big enough (it is 
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arvice 
NATH consistently with BIG COLOR PAGES, smaller color units, 

moderate-sized black-and-white—or all three on an alter- 
ortant nating schedule. 
z THE 
e per 
E's cir Greatest 
servic Circulation 

in the World 


Once in a while they may buy a ticket—take a big 
color page—and gaze with admiration as The American 
Weekly goes through its regular act of electrifying 
the sales force, getting the product into the windows 
and on the counters, or pulling in coupons in great- 
est number at lowest cost... 


Then the show is over—for them—for another six months 
Or a year. 


On the other hand, they SHOULD realize that the exhibi- 
tion of mighty power which they have witnessed will work 
for them every week in the year—moving the largest market, 
with the greatest purchasing power in the world, when used 


these same happy qualities in The American Weekly—but 
the list ought to be bigger. For example: 


The Clorox Chemical Company of Oakland, Cal., closed its fiscal 
year ending June 30, 1940 with the best net profit since 1929. 
The first national advertising ever done for Clorox Bleach and 
Household Disinfectant was in The American Weekly in 1928— 
expenditure, $2,268. In 1929—$8,268. In 1930, Clorox con- 
centrated in three women's magazines, but in 1931 was back in 
The American Weekly—$17,612. in 1932—$23,205. 


Since 1934, Clorox has been in The American Weekly every 
yeor, gradually increasing to $61,407 in 1940—an expenditure 
which bought black-and-white space, ranging from 126 to 420 
lines, in 35 issues, plus one color unit. 


the biggest) 
2. It can be reached at lowest cost (it is the /owest) 


3. It can be used to greatest advantage only by a con- 
sistent performance on the part of the advertiser him- 
self—"“repetition is reputation” 

. is looking at the most important facts in the entire field 


of media. see 


The American Weekly will be glad to go into these facts 
with greater thoroughness with any advertiser who is look- 
ing for real power to move his merchandise. 


“The Nation’s Reading Habit” 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Weanst Bipc., Cuicaco ... 5 Winturor Sousne, Boston... Arcane Bupe., St. Lots .. 
Hearst Bupc., San Francisco... CENERAL Motors Bipc., Derrorr... Hanna Bupe., CLEVELAND... 


Eptsos Bupe., Los ANCELES 
10) MaRmieTTa St., ATLANTA 
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Congress Asked 
fo Clarify 
FCC’s Powers 


Radio Threatened by 


Anarchy, Trammell 
Tells Senate Committee 


Washington, D. C., June 19.- 
Regulations adopted by the Fed- 
eral Communications Commission 


will not only injure the Columbia 
Broadcasting System and the Na- 
tional Broadcasting Company, ac- 
cording to testimony placed before 
the Senate interstate commerce 
committee this week by William S. 
Paley, president, CBS, but, accord- 
ing to Niles Trammell, NBC presi- 
dent, radio broadcasting will be 
reduced to a state of anarchy. The 
testimony was given at the hearing 
on the resolution of Senator White, 
Maine republican, suspending op- 
eration of new FCC regulations un- 
til after a congressional investiga- 
tion. 

Besides Mr. Paley and Mr. Tram- 
mell, testimony was heard from 


John J. Burns, CBS general coun- 
sel, who joined the other two in 
asking for a clarification of FCC’s 
powers by Congress. All three 
|denied the authority of the FCC to 
|declare the existence of a monop- 
‘oly. Mr. Trammell also took a fling 
|}at what he called “domination by a 
political commission.” James L. 
Fly, chairman of the FCC, had de- 
clared when its new regulations 
were issued that they were de- 
|signed to curb “monopolistic prac- 
| tices” of NBC and CBS, which he 
'said were opposed to “any and all 
restrictions.” 

| When Mr. Paley claimed that the 
|FCC was assuming “broad and un- 
|limited powers” in calling NBC 
land CBS monopolies he was dis- 
| puted by Burton K. Wheeler, Mon- 
tana democrat and chairman of the 
investigating committee. Sen. 
| Wheeler observed that the com- 
|mission “certainly has the author- 
ity to determine what practices are 
in the public interest.” 


Agrees on Clarification 


Sen. Wheeler, however, previ- 
|ously had agreed with Mr. Paley 
that there should be a clarification 
|of the FCC’s authority and that the 
| FCC’s regulations might be delayed 
juntil new legislation is introduced 
defining the commission’s powers. 

In previous testimony before 


the commission, Mark Ethridge, 
vice-president and general manager 
of the Louisville Courier-Journal 
and Times, owner of WHAS, and 


former president of the National | 
Association of Broadcasters, made | 


three recommendations toward 


solution of the current problem of | ized use of the trade name, ‘“Mer- | 
regulation of radio broadcasting by | 


a governmental body: 

1. A new commission “hedged 
about by safeguards that there 
would be no undue influence of any 
kind at work.” 

2. Strengthening of the law to 
further protect “fairness of the air.” 

3. “Some machinery under 
which there would be a fairer al- 
location of time for public service 
programs.” 


Urges Broad Inquiry 


Mr. Ethridge urged a broad con- 
gressional study of radio broadcast- 
ing problems because of questions 
that have arisen with respect to 
frequency modulation, television, 
newspaper ownership, network sta- 
tion relationship, high power and 
government ownership. “All these 
questions have us up in the air,” 
he said, adding that “so many mat- 


| Newark. 
| been filed. 


Five Companies 
Sued by Makers 


of Mercurochrome 


New York, June 18.—Unauthor- 


curochrome,” by five companies 


| was charged in U. S. District Court 
|this week by Hynson, Westcott & 
| Dunning, 
demanded $100,000 damages and an 
|injunction that would remove the 
| defendants’ products from the mar- 
| ket. 


Inc., Baltimore, which 


Defendants named in the suit 


| were Allen Laboratories, J. C. Allen | 
|& Co., Certified Aspirin Company, 
| and Wilco Laboratories, New York, 


and Empire Chemical Company, 


No answer has thus far 


According to the Hynson, West- 
cott & Dunning complaint, the latter 
invented the drug in 
|thereafter registered ‘“Mercuro- 
chrome” in every state in the U. S. 
and throughout the world. Be- 


‘tween $1,700,000 and $2,000,000 has | 


been spent in advertising the prod- 
uct, the plaintiff declared. 


1919 and | 


|which the President called.” 


ters have arisen that I felt and do Charging the defendants with 
fee] that the Congress, whose crea-| haying marketed a product desig- 
ture the commission is, should give | nated “Mercurochrome” since 1938, 
the substantive declaration for | the Hynson company included a 
label in its complaint showing that 


Are You 


“DEFENSE DOLLAR” 


Shrieks of millions in this market or that—dollars that are 
quickly in and out, dissipated to other areas, keep space | 
buyers in a constant state of complex dilemma. 


You can relax about an 


- . « because 90‘. of all defense money in The Nashville 


Market stays here, where in boom times or average, diversi- 


fied industries keep it on an even keel. 


Airplanes ... shoes... stoves... clothing . 
... bedding ... minesweepers ... tents and materials for the a. m., 
giant construction of Camp Forrest at Tullahoma and the 
Milan Ordance Plant are defense 


additional business for existing plants. 


Yes, payrolls are up—population increasing—building per- 


mits are reaching a new high. 


is yours for the asking. 


Nashville Banner NASHVILLE TENNESSEAN 


EVENING 


NEWSPAPER PRINTING CORP. Agents © THE BRANHAMCO., National Representatives 


.. thermometers 


items that 


Sckedules in The Nashville 
Banner and The Nashville Tennessean mean that business 


MORNING 


| the trade name was hooked up with 
| Allen Laboratories and J. C. Allen 
|& Co. Also on the label, the com- 
'plaint continied, is faint lettering 
reading, “as originally prepared by 
H. W. & D.” 


Opens Chicago Office 
Calkins & Holden, New York, has 
opened a Chicago office at 333 N 
| Michigan avenue, with Hilmer V. 
| Swenson, merchandising consultant, 
|/as manager. Associated with Mr. 
|Swenson are Ray A. Washburn, 
|formerly account executive with 
Schwimmer & Scott, Chicago, and 
Wallace Swanson, who has been 
| associated with Mr. Swenson in his 
merchandising work. 


Daffy? 


‘Honor Ewald, Wilson 


| Henry T. Ewald, chairman of the 
board of the Campbell-Ewald Com- 
| pany, Detroit, and Charles E. Wil- 
president, General Motors 
| Corporation, were awarded honor- 
ary degrees of doctor of laws by 


Wayne University, Detroit. Mr. 
| Ewald was cited for his services to 
Detroit and Mr. Wilson for his 
|leadership in the automobile in- 
| dustry. 

| 

Chicago Group Elects 


| E. F. Hamm, Jr., Traffic World, 
i|has been elected president of the 
Chicago Business Papers Associa- 
| tion, succeeding Charles E. Price, 
| Heating, Piping & Air Conditioning. 
| Other officers elected are: vice- 
president, Kingsley L. Rice, Power 
Plant Engineering; treasurer, W. J. 
|Hannon, American Restaurant; sec- 
|retary, Frank Kottra, American 
Artisan; directors, Charles E. Price, 
'J. M. Rodger, McGraw-Hill Pub- 
lishing Company; Louis Brookman, 
Jr., Concrete; and G. D. Crain, Jr., 
| ADVERTISING AGE. 


| WOR on Full Time 


Station WOR, New York, has 
inaugurated a 24-hour, seven days 
a week schedule of broadcasting, 
prompted by the present emergency 
under which industry is working 
three shifts. The newly added 
period runs from 2 a. m. to 5:30 
EDST. 


Koehler Advanced 

“Allen R. Koehler, former classi- 
fied advertising manager of the 
Chicago Tribune and head of his 
own radio production company, has 
been named vice-president of the 


constitute 


Covert Company, Chicago radio 
production firm. 
Hotpoint Names Scaife 


Howard L. Scaife has been ap- 
pointed Hotpoint kitchen sales divi- 
sion manager, succeeding Charles 
L. Griffith. Mr. Scaife was for- 
merly manager of the Hotpoint 
appliance sales division of Hawaiian 
Electric Company, Honolulu. 


Mathes Names Newton 

Howard W. Newton has been ap- 
pointed director of the copy depart- 
ment of J. M. Mathes, New York. 
He was formerly associate copy di- 
rector. 


SUNDAY 


‘| discussion 


SWIM FOR HEALTH 


| This official 1941 Swim for Health \ co 

poster will be exhibited by thousan ; of 

retail stores and by commercia! and 

municipal swimming pools throux out 
the country this week. 


Bus Lines Plan 
National Campaign 
on Mileage Basis 


Atlantic City, June 18.—A _na- 
tional advertising campaign by bus 
| lines on a mileage quota basis has 
virtually been decided on, it was 
| disclosed this week at the Bus 
| Traffic Managers’ conference here 

Charles A. Langner, of Camden, 
N. J., vice-president of the Quaker 
City Bus Company and conference 
chairman, said the question was 
brought up during a _ round-table 
by 50 officials of bus 
|firms in the Northeastern sections 
of the United States and Canada 
|Contributions to the general fund 
| would be on a mileage basis 
| “We are pretty well agreed that 
| the campaign will go through, and 
are going to iron out final details 
|at a meeting at Chicago in Septem- 
ber,” Mr. Langner said. “Everyone 
| thinks that the campaign would be 
.a good thing for our business 


} 


Advertising by bus companies 
over local radio stations also e- 
ing increased, it was revealed at 


the conference. 


B & B Names Pooler 


Charles A. Pooler, formerly re- 
search chief at Ward Wheelock 
Company, has been = appointed 
|assistant director of resear: at 
Benton & Bowles, New York 


Byron Agency Moves 

The Mark Byron Advertising 
Agency, Miami, has moved _ its 
offices from the Congress bldg. to 
2219 Biscayne boulevard. 


Bisbee Papers Merged 

The Evening Ore, Bisbee, Ariz., 
has been taken over by the Bisbee 
Daily Review, which is now the 
only daily paper in Bisbee. The 
Review is represented nationally 
by John W. Cullen Company 


1,129, 952 people § ° 

ride every day &*: on 

street Cars ===), and 

busses/"™=4 in Los Angeles. 
Thats more than the 

| population of Arizona 
New Mexico ‘sw and 
Nevada ©”) combined / 
When they ride “%» they 
relax, when they relex 
they read 1am. your 
message .....Write for 
details and rates. 
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: M. FRED CARTOUN, VICE PRESIDENT 
: LONGINES-WITTNAUER WATCH CO., INC. 


: “With SPOT BROADCASTING, 
: | our radio budget is spent in exact pro- 
. | portion to our sales in each market” 


’ 

... says M. Fred Cartoun for Longines Watches / 
/ 
/ 


Spot Broadcasting made success for Longines because it enabled the com- 


i 
j pany to sales-manage its radio advertising. In the Longines business—as, 


, no doubt in yours, too—there are many markets and territories which do 


not perform “according to the book”... some where exceptional distri- 


bution gets far more than its share of sales... some where adverse condi- 


: tions keep volume below normal... and the familiar problem territories 


; 
%y thar call loudly for individual treatment. By purchasing radio on a spot | ‘hae é ' ‘ | 
x basis, your budget and your promotional plans can be precisely fitted to > ae | t a i 4 ae * 
each territory to an extent not possible at all under a predetermined na- 
it tional setup of stations. At the same time your local effectiveness is assured THE VALUE és ro as Py Fe gt oe ¥ 
beciuse spot radio gi tricted selection of stati d choi heenionsesinen 
‘C.use spot radio gives you unrestricted selection of stations and choic 
P : - ; er aa — IS MEASURED BY ITS 
Of spots with proved audience. RELIABILITY 
- * ave you considered what Spot Radio could do to bring your advertis- , N AT O N A L S TAT | O N 


ing and sales into better adjustment? Or how it steps up the effectiveness | R E p a ia S BE N T A T | V b S 


of | cal merchandising and promotion in markets needing special atten- 


tion? Ask a John Blair man. CHICAGO + NEW YORK «+ DETROIT « ST. LOUIS - SAN FRANCISCO + LOS ANGELES 


7 . ’] . te \ - #a'- ae ee I : : 
ee — — — _—— =a aut 
io SSS SSS SSS SSS SSS SSS SSS | ; 
il 
10 WORLOS Faia SRane 
i ee ll 7 
ani 
: ae 
. ia ea ig: ae Be Xp, Rs Sime , oct 2 a 
— oo eee Yohn prharg p * 19g) SM eg eal 
— , a : 3 . a = 34) tg date é e BuoK, So 
ey ; . ; me Yow y, dis, 4 “Oman, ey 
q & Fe { : . ea aks ork, Pg > Que 
ua ot eee ae De .y. 
h <—_ : a ; ar 
| = — Bec Betsy 
b 3 _ —~s Py ee a Tp ting, “he ORD 6, 
| ” ae — Sone ee or o°™ Rate 
a J sa 3 Ur Teo il) t 
7 _ ae ' eR Eran, ite 5, brs thy, °° @2 Fe 3 
| a ir ‘Mad peek t Pans | 4énay ,, this . Elaq to Mt wy 
' —— af. > ' Picee bs 88H.) As 5 anne ttm, hea, % 
al .@ BPC a ea Fo Erans . that 4 kao, “den Wit, 2 we 4. hat at 
a Se lal . ae if APE Dlgce have “OUP ty & can Midge, *t 2 Ree 
. 4 Sa : ' ey . Pla ° tin, Same to t 
= a oe N° hav °° these (Pideg ® tient tign oy Supp ie € 
, + Fs i — gee: ae lect tj ound tha lai. Pring oon, have proton Pr ° 
. | _ aig eS Pg . 4 Hlap equ; Staty* by basis Our mugs Pt 95 
_ \ = 4 dn Bi ren lon 4” the , ° Bleo  4cay °° eu. - 
; | a | eh Mot ents Ad 4 an of a %- Pr. : 
| : 2 a3, a ease Pore In ing Ot » ii 
‘ a a a ene ) ere — = “2200, ton to —_ doin, bese cup eas, =~ 
q ——" Ste ae me . " ila ipa as * boty | a hope - %8le, ‘t OUP Taq ed & nag, We ° : 
s ihe ating, oh tha oy ® a6, 2° bys OUP Pang, 2 ee 
, is Pe oes s ? p] Qa oe i to. 
, Po ae ee “28 wi) a 8 
5 a ; * \ a i a 7 By: 3 ie Qe, ~ i a 
Ss i j ~ Tdia) USing { 
| . L ly, 83 for ee More m 
Ss ONG y 0, ; 
) ™~, ate , the Hor ley for : 
MPCs 9 . <2 Wap SPor "4 
re # i / Ss ; 
o/ 7 7 Ine, / : 
i ; 
Vio 
ls ° Pre ON / 
. "dens vty / 
1e / 7 
- / ie 
/ ‘igh 
CS ya 
at Ni 
thing Ww Aceh 
the D 9Steq os 
EAp On : 
C- / AY i 
/ : 
/ 
/ 
Spec; ; 
P 4! atten, 
ROB En $ on for 
he 
lly 
° 7 
— / nt din 
7 / : 
¥ i j* os 
5 , im ; , : 4 . ae 
ea me | 
ee | j | | ’ g 
+ 
\: 2S eh Me oe i Cea i rts és, See ie Ct gt me See $y 
ne : a py eS Seen eS eee RE et Pay OLE, Sale om em et ae 
hoe ee (=. t Se Me PE ea OS Ps * pein ies, 4 ie Bd ie Ey upon . # a See Oe go te Sea NO 97% shea: Ph a as Re raya Pca aes : a 
ies a2 Sr, he a aa ae ie OB eo oe oe a ie i ai” Sl ree os Se a ; ere aie f 
Hea ie Set eee ere ee a al oe ae Se ale,” ley tte 5 
ie > "és Tae oS iat ad a ie aot = Mais Pa’ ¥ f > al 


Gised : pe “ : “ io es Se ame 


6 


ADVERTISING AGE 


June 23, 1941 


Independents Gain 
Over Chain Stores 


in Retail Trade 


Census Report for 1939 
Shows Percentage Loss 


of Chains 


Washington, D. C., June 18 
Chain stores, while accounting for 
only 7 per cent of the units among 
retail stores during 1939, did 21.7 
per cent of the total retail volume, 
while independents, with 92 per 
cent of the stores, did 74.7 per cent 
of the volume, a study of retail 
trade by types of operation for 
1939, released yesterday by the Bu- 
reau of the Census, reveals. The 


ALL 
NIGHT 4 
EVERY 
NIGHT 


REPRESENTED BY BLAIR 


chain percentage of sales, however, 
was down from 1935, when it was 
23.3, but still considerably ahead 
of 1929, when it was 20.3. 

Of the 1,770,355 retail stores in 
1939, doing a total business of 
$42,041,790,000, independents owned 
859,000; chains accounted for 123,- 
95 stores with sales of $9,105,- 
825,000; and other types, with 
22,495 stores, did $1,526,106,000. 

As would be expected, volume of 
chain store business varies widely 
from industry to industry, and also 
by geographic section. In the vari- 
ety store field, for example, chains 
did 86.8 per cent of the 1939 retail 
volume, while in no other business 
did they account for as much as 
50 per cent of sales, the next high- 
est percentage being in_ shoes, 
where chains garnered 49.7 per 
cent of the total sales. 


Others Rank High 


Other businesses in which 
sales were high were 
tire and battery dealers 
cent), and dairy 
and milk dealers (41.4 per cent). 
Utility-operated stores (included 
in the miscellaneous group) ac- 
counted for 47.1 per cent of total 
sales of household appliance deal- 
ers, and state-operated liquor stores 
gathered 42.5 per cent of this type 
of business under their wings. 


— 


chain 
accessory, 
(45.1 per 
products stores 


The report of Virgil D. Reed, 
acting director of the census, com- 
ments: 

“Sales by independent grocery 
and combination stores increased 
from 1935 to 1939 ... from 61.3 per 
cent to 67 per cent for grocery 
stores and from 60.7 per cent to 
61.3 per cent for combination 
stores. These increases in both 
numbers and sales are affected by 
the inclusion in 1939 of a consid- 
erable number of stores classified 
in previous censuses as_ general 
stores. The independently op- 
erated filling station also increased 
its proportion of total filling sta- 
tion sales from 66 per cent in 1929 
to 77.9 per cent in 1935 and to 88.4 
per cent in 1939. The increase in 
independent filling stations is due, 
in considerable part, to a change 
in practice by large oil companies. 
In the earlier censuses these com- 
panies operated many filling sta- 
tions which in 1939 were leased to 
and operated by independent op- 
erators. 
| “Of the total $9,105,825,000 sales 
in 1939 by chains, $2,832,519,000 or 
31 per cent was by chain grocery 


or combination stores (32.4 per cent | 


of total grocery sales and 38.4 per 
|cent of the total combination sales). 
Chain department and_ variety 
stores accounted for another 
$2,042,203,000 or 22 per cent. On 


rwo prosiens: One Pp 


Here you have a product to be sold to 


shoppers in retail stores. 


it to people in their homes, or on car 


cards or outdoor boards. 


enough. You must follow through at point 
of sale. You must merchandise with at- 
tractive packaging, store dispensers, win- 


dow and counter displays. 


Vow what about the product or service 
to be sold to management executives in 
their offices? A raw material, factory or 


office equipment? Bank service, insur- 


ance. construction?Z 


$$$ As in problem 1, an advertising 
campaign without follow-through at point 
of sale is incomplete. In this case there 
are no store displays or dispensers. BUT 


the principle is the same. 


$$$ You apply the principle by adver- 
tising (merchandising) in The Wall Street 
Journal, because 86 per cent of its sub- 


seribers read it in their offices at their 


desks. where they buy. 


$$$ And no other publication, magazine 
or newspaper, gives you as many readers 


per advertising dollar, among active man- 


agement-executives of 


orations with assets of over $1.000.000. 


industrial 


one - 


You advertise 


But that’s not 


two 


corp- 


DECRY "SHORTAGES" 


No Shortage of 
Gasoline or Oil! 


“Gasless Sundays” may come—but for a 
different reason 


ca 


SS 


OF VITAL U. S. SUPPLIES 


| We Have Plenty of Electricity 


|_  Matenal Botonse ~~ AND ALL OF TOUR REEDS! 


for ALL Our Customers’ Needs! 


Tow Cam Keep on | sing Cheng Electricity for Better Living 


The Nebraska Power Company has Plenty of Electric Power 


Threatened shortages of power and petroleum in other sections of the count 


brought quick responses in these newspaper advertisements, placed by the Paci/ 


Coast Petroleum Industry, Los Angeles, and the Nebraska Power Company. Bo! 
point out that capacities for all defense needs are ample, and full cooperati 
with the government is pledged. 


‘the other hand, of the $31,409,859,- 
/000 sales by independents, $4,857,- 
|626,000 or 15 per cent was by 
|independent grocery and combina- | 
‘tion stores. Independent motor ve- 
hicle dealers’ sales alone amounted 
| to $4,679,450,000, or 15 per cent of 
sales by all independent 
stores. Independent department 
stores accounted for $2,312,279,000 
or 7 per cent and independent fill- | 
ing station sales were $2,495,741,000 | 
or 8 per cent.” 


Reports on Divisions 


As for geographic divisions, the 
East South Central division showed 
up as the strongest independent 
area, with 79.1 per cent of all sales 
going to independents. Only Missis- 
sippi in this area, however, had in- 
dependent sales exceeding 80 per 
cent of the total, whereas this con- 
dition held true in Arkansas, Ne- 
vada, New Mexico, Wyoming, North 
Dakota, Wisconsin, and Louisiana. 

The low for independent sales 
and the high for chain store sales, 
in percentage of total, was in the 
East North Central area, where 71.6 
per cent of total retail sales went 
to independents, and 25.6 per cent 
to chains. 

Two states, New York and Penn- 
sylvania, tallied over 10,000 chain 
stores each, and also had the larg- 
est number of independent stores. 

Copies of the complete 160-page 
report, including detailed break- 
downs for each type of business 
and each geographic area, are 
available from the Superintendent 
of Documents, Government Print- 
ing Office, Washington, D. C., at 
25 cents each. 


Metropolitan Group 
Starts Photo Contest 

Metropolitan Sunday Newspapers 
has posted three prizes totaling $100 
to advertising agencies and national 
advertisers for the three photo- 
graphs which, in the judges’ opin- 
ion, were used most effectively in 
advertising during the first six 
months of 1941. 

The judges for the contest are 
Walter Ames, Sunday editor, St. 
Louis Globe - Democrat: Stanley 
Kalish, picture editor, Milwaukee 
Journal; A. M. Kennedy, Sunday 
editor, Chicago Tribune; Ralph 
Peters, rotogravure editor, Detroit 
News; and W. A. White, Sunday 
editor, Pittsburgh Press. 


Berry President of 
Poor Richard Club 

William Berry, Keystone Motorist 
Magazine, has been elected presi- 
dent of the Poor Richard Club of 
Philadelphia. 

Other officers are: Graham Pat- 
terson, Farm Journal and Farmer's 
Wife, first vice-president; Howard 
Medholdt, Aitkin-Kynett Company, 
second vice-president; Winfield V. 
Challenger, N. W. Ayer & Son, sec- 
retary; and Paul Bein, C. F. Rumpp 
Company, treasurer. 


Wolfe & Associates Moves 


Ralph L. Wolfe and Associates, 
Detroit, has moved from 3640 W. 
Fort street to larger quarters at 76 
Adams avenue, W. 


| companies, 


.|been elected 
ment 


| vertising 


| J. A. Cullison, advertising managt 


Pittsburgh Ad Club 
Elects R. S. McCarty 


R. S. McCarty, advertising n 
ager of the Philadelphia Com; 
and subsidiary 
has 


president of the 
Pittsburgh Ad- 
Club, 
succeéding Fred 
W. Pennington, 
of the Westing- 
house Air Brake 
Company. 

Other officers 
elected with him 
are Alan A. 
Wells, Kauf- 
mann’s Depart- R. S. McCarty 
ment Store, first 
vice-president; C. R. Moffatt, United 
States Steel Corporation, second 
vice-president, and C. G. Mallo: 
Geyer Printing Company, treasure! 


of the National Fireproofing Co: 
poration, was re-elected secretary 
for the 18th consecutive year. 


Dress Up Altes Beer 

Altes Brewing Company, Detroit 
has made two changes in the pack 
aging of its Altes beer, including 
new label which will not soak off 
when the beer is being cooled, and 
a new aluminum-coated steel bot- 
tle with no sideseams to catch d 


Start Promotional Tax 

Texas has joined Louisiana and 
Arkansas in permitting a tax of tw 
cents per 100 pounds of milled rice, 
for a national advertising campaign 
The funds will be used this fal! 
plomoting increased consumption 0! 
rice and rice products. 


@ Each week millions of active Amer 
housewives guide empty go-carts tow 
neat rows of products in thousands of se’! 
service stores 


®@ No special displays switch them f 
their rounds. No salesmen sidetrack the 


3 

5 

with suggestions. Laden with advertis: 3 
items they stop for a final checkup ; 
makes cash registers jingle ; 
@ Every item purchased in a self-serv aa 
store is a result of “selection without sug : 
fp ee 

gestion.” For these women can only be i 
swayed there by the consumer odvertis BY 
ing they have read § 


®@ Thisimportant growing self-service mar 
ket is dominated each week by 1,400,000 
copies of The Family Circle 
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ADVERTISING AGE 


lt Will Pay You to Increase Your 


Philadelphia Advertising 


Ane You throwing circulation 
blindly at the map, or does your advertis- 
ing closely parallel defense expenditures? 
\t is important to call your shots, because 
the sales impetus of defense-spending is 
spread unevenly. Awards for the Philadel- 
phia district now exceed $1,751,000,000 
and such expenditures are immediately 
and directly translated into fatter pay 
envelopes. In ship-building alone, Phila- 
delphia’s share of the construction exceeds 
22° of the national total. Resulting pay- 
rolls are not theoretical—not awaiting some 
future “tooling up.” They are being paid 
now to workers who are spending the 
money now. It will pay you to increase 


your Philadelphia advertising now. 


ie 


Ww 


FIRST 


Inquirer is 
in Philadelphia 


aie PRE-EMINENCE of ‘The Inquirer is due not alone to the faet 


that it daily publishes nearly 25°O more news and features than 
any other Philadelphia daily newspaper . . . not alone to an 
editorial page which is a lively forum of keen, inspiring discussion 
... but largely to a brilliant, creative, new-fashioned selection of 
news, pictures and writers——to a modern editorial perception not 
easy to define yet easy to discern, In departments of feminine in- 
terest, in financial news, in sports, in every Inquirer page, the 
reader gets superlative value. The Inquirer is First in advertis- 
ing volume because it is FIRST in selling influence .. . because it is 


First in reader influence: Pennsylvania’s greatest’ newspaper! 


DAILY circulation exceeds 400,000 
SUNDAY circulation exceeds 1,000,000 


Don't let anyone tell you that the 
Philadelphia market stops at the mu- 
nicipal boundaries. According to the 
U.S. Department of Commerce, the 
Philadelphia marketing area includes 
60 counties in Pennsylvania, New 
Jersey and Delaware. You want city 
circulation, of course. But is that all 


vou want? kor instance, one of the 


many busy cities in the Philadelphia 
district. “Arsenal of America” is 


the city of: 
READING 


Reading (Berks County) is located 
northwest of Philadelphia. Popula- 
tion: 110.704. Principal Industries: 


Hlosiery, steel, knitting machinery, 
knit goods. Busy concerns here are 
the Parish Pressed Steel Company 
which is making $1,809,718 worth 
of artillery carriages and field range 
cabinets; and The Carpenter Steel 
Company — with orders for $557,225 
worth of steel rods, tool steel. Nine 
textile firms are making mosquito 
nettings and uniform equipment. 
Total value of direet defense awards 
to Reading exceeds $3,000,000. In 
nearby Birdsboro, the Birdshoro 
Steel Foundry & Machine Company 

and the k. & G. Brooke Lron 
Company —have awards aggregat- 
ing ST1O.940, 


Che Philadelphia Anguirer 


For 112 Years a Philadelphia Institution 


> 
‘ 
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ADVERTISING AGE 


June 23, 1941 


| 

Carpenter to Ryder | 

Willis M. Carpenter, formerly 

production manager of Hays Mc- 

Farland & Co., has joined Frederic 

Ryder Company, Chicago typogra- 
pher, as vice-president. 


Move Kawel to Albany | 

Allen A. Kawel has been named | 
Albany branch manager of Ross! 
Federal Service. He was formerly | 
manager for the same organization 
in Charlotte, N. C. | 


Adds Brotherton | | 


Norton T. Brotherton has joined | 
the Guy C. Core Company, Jackson, | 


Mich. The company recently occu- | 
pied new offices in the Reynolds | 
bldg. 


New Haven Breaks 4 
Coverage Records 


The famous New Haven test market 
“Register City” affords advertisers an 
actual urban coverage of 103.3%. In 


other words The New Haven Register 


has an urban family coverage of 
Greater New Haven that exceeds the 
number of families. This is a six 
months daily average circulation with 
no extras to inflate the figure. Send 
for market brochure in color “Regis- 
ter City,” The New Haven Register, 
New Haven, Conn, 


AAR eae ae acne seems nomne 


Drive Expanded 


for Rivercool, 


Clothing Fabric 


New York, June 18.—The emer- 
gence of Rivercool as a brand name 
that may play a prominent role in 
men’s clothing merchandising in the 
future was indicated here this week, 
following Riverside & Dan River 
Mills’ first venture into consumer 
advertising. 

Although placed on the market 
about four years ago, Rivercool 
fabrics are currently making their 
debut in consumer copy, with a 
schedule that includes Collier’s, 
Esquire, Life and The Saturday 
Evening Post. Emphasis is being 
placed on Rivercool’s “crush-resist- 
ant” quality. The patterns and 
colors developed for the new fabric, 
which is made of spun rayon, 
“could twin for the finest worsteds,” 
copy declares. 

The Riverside mills do not actu- 


ally make men’s suits, but instead 
sell the Rivercool material to cloth- 


ing manufacturers, five of whom 
are now using the fabric. Price 
range is from $18.50 to $19.75, de- 


pending on the market in which | 


the suits are being sold. About 100 | 


NEWSPAPER ADVERTISING AT A GLANCE 


manufacturers are also using the | 
material for slacks, with retail 6 GAIN AND LOSS PERCENTACES - 52 CITIES © 
price in the neighborhood of $3.95. a es 2 Oe on on 
Foresee Bright Future CLASSIFICATIONS | -30 -20 -10 0 10 20 30 
| In men’s clothing circles the | RETAIL 3% — 
| progress of Rivercool and the de- Gomera -5.7 — 
|mand stimulated among retailers | roan a ee 
ay | IMANC I ° | 

|}and consumers by the initial maga- | - = Eee 
og P | Totm Disecay 0.9 7 
| zine campaign are regarded as | Sided er 
| highly encouraging for the brand’s Side necetinaian ne _ 
future. A number of department antiiiis Wein 2.3 ~ 
stores in major markets have | 
already devoted newspaper space | JANUARY I To MAY 31, 1941°- 1940 
|to the line and indications are that | 
| the whole consumer promotion pro- | Reran. 3.0 _ 
|gram will be expanded next sea- Genenas -3.1 - 
son | AuTOMOT IVE 0.5 "] 
7 ae , : , Fin 4.5 

Riverside & Dan River Mills) poe am ~~ 
claims to be one of the world’s Qusehesenn 8.3 
largest producers of sheets, pillow Term, Aovenvsesne 3.0 = 
cases, shirtings and utility fabrics. | DePartnent Stores 3.1 a 

’ g y 
Headquarters are at Danville, Va. | 
: -30 -20 -10 0 10 20 30 

The account is handled by John A. 


Cairns & Co., New York. 


Monsanto Names Two 


C. W. Christensen, assistant gen- | 


eral sales manager of the rubber 
service department, Monsanto 
Chemical Company, Akron, has 
been named general sales manager. 
James F. Hand, of the rubber sales 
department, succeeds Mr. Christen- 
sen as assistant general sales man- 
ager. 


WESTERN 


Business is on the move 


TELEGRAMS 
CET ACTION 


UNION 


Gains and losses in major classifications 


compared with May of 1940, and the 


of advertising in newspapers are shown 


in this Media Records, Inc., chart representing percentages for May, 1941, as 


Jan. |-May 31 periods for both years 


Norge Appoints 
McMahon A.M.; 
Expands Drive 


Detroit, June 19. — Coincident 
with the appointment of Charles H. 
McMahon as advertising manager, 
the Norge di- 
vision of the 
Borg - Warner 
Corporation is 
expanding its 
advertising drive 
for Quiet - Flo 
Rollator refrig- 
erators to par- 
allel the top 
selling season. 

Mr. McMahon 
formerly was 
sales manager of 
the Detroit Vapor Chas. H. McMahon 
Stove division of 
Borg-Warner and before that was 
assistant vice-president in charge 
of advertising of the First National 
Bank of Detroit. He is a _ past 
president of the Detroit Adcraft 


Club. S. M. Adams has been ap- 
pointed to succeed him as _ sales 
manager of the Detroit Vapor 


Stove division. 

The newly-expanded June adver- 
tising schedule is devoted entirely 
to newspapers with 262 of them in 
164 cities on the list. Copy is em- 
phasizing the Norge Night - Watch 
automatic defrosting device. A 
portion of the space used will be 
devoted to other products in the 
Norge line of household appliances, 
including washers, gas and electric 
ranges and oil-burning home heat- 
ers. Conviction that expanded ad- 
vertising activity was particularly 
desirable at this time has been 
strengthened by dealer orders and 
reports which indicate a prolonged 
extension of the normal early-sum- 
mer refrigerator sales peak. 


W. U. Elects Williams 


Albert N. Williams, former pres- 
ident of Lehigh Valley Railroad, 
has been elected president of West- 
‘ern Union Telegraph Company. 
He succeeds R. B. White, who re- 
signed to become president of the 
_Baltimore and Ohio Railroad. 


| Witter to Swink 


| Ted Witter, formerly with the 
| advertising and sales planning de- 
|}partment of Frigidaire Division of 
General Motors Corporation, Day- 
ton, has joined Howard Swink 
Advertising Agency, Marion, O., as 
account executive. 


Forms New Select 


Newspaper Group 

A group of 79 suburban and ad - 
trict Chicago newspapers, week! 
semi-weeklies and dailies have be n 
massed together in a new spac- 
buying setup known as_ Sel ct 
Newspaper Group. The combined 
publications cover the Chica so 
area and have a total circi- 
lation of 770,000. As a cooperat..e 
measure it is possible for an 4 '- 
vertiser to save 20 per cent of 
established rates if the group is 
|bought as a unit. Eugene R. F!.'- 
craft, formerly vice-president of 
Newby, Peron & Flitcraft, Chicaxo 
agency, is director of the new 
group. Marjorie Vos Burgh is s¢ 
retary. 


ABC Adds Agencies, 
Media to Membership 


The Audit Bureau of Circula 
tions has added the following ney 
advertiser and agency membe! 
with the executives who will rep 
resent them in bureau activities 
McKesson & Robbins, Inc., New 
York, L. M. Van Riper; Fairbank: 
Morse & Co., Chicago, Harry N 
Baum; and McCann-Erickson, In 
Detroit. 

The following newspapers and 
magazines have been added to bu 
reau membership: dailies, Tribune, 
Welland, Ont.; Press, Bristol, Conn 
News & Sentinel, Ft. Lauderdal 
Fla.; weeklies, Forest Leaves, Rive: 
Forest, Ill.; magazines, All-Ameri- 
can Comics and Flash Comics, 
Headquarters Detective, and Movie 
Stars Parade, all of New York. 


Stewart, Singleton Win 
Agate Golf Honors 


G. R. Stewart, Brunswick-Balke- 
|Collender Company, with an 8&1- 
12-69, won the ApVERTISING AGE cup 
for guests’ low net at the second 
Agate Club advertiser-agency golf 
tournament at Sunset Ridge Coun- 
try Club, outside of Chicago, June 
13. Second low net, as well as first 
low gross, went to Tom Singleton, 
Murine Company, winner of the 
trophy last year, with 77-6-71. Harry 


Breneisa, Capper Publications; 
Bunny Newman, Curtis; DeWitt 
O’Kieffe, Leo Burnett Company: 
and H. G. Smith, McCann-Erick- 


son, were runners-up, in order, for 
low net. 

Harold Belke, Meredith, and B. B. 
Warner, Mason-Warner agency, !:ad 
low net for 27 holes. Roy Hus- 
bands, Crowell-Collier, is president 
of the Agate Club, and Bill C 
Time, Inc., was in charge of e 
tournament. 


Names J. R. Kupsick 

Paul’s, Swan Lake, N. Y., resort 
hotel, has named J. R. Kupsick, New 
York, as advertising agency. 


** Ask your Agency 
to ask the 
COLONEL!” 
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A phrase of derision, born in the prize ring, has become a symbol of militant democracy... a touchstone of 


quality for a man or a product. In the ring, in business, in the army, wherever Americans come into contact, it is 


understood that a good man will take punishment and come back fighting. 


The ability to “take it” applies equally, on all counts, to the business of making engravings. The high quality standard of 


Collins, Miller & Hutchings engravings is 


COLLINS 
MILLER & 
HUTCHINGS 


maintained in the face of all opposing conditions: late copy, difficult copy, overtime. 


This higher quality engraving delivers fine reproductions under the pound- 


ing of fast magazine presses on a wide range of paper stocks. This is why 


advertisers and advertising agencies, from New York to Portland, Oregon, 


prefer to pay one standard price for the dependable quality of Collins, 


Miller & Hutchings engravings. They can take it. 
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ADVERTISING AGE 


June 23, 1941 


Sales Executives 
Told fo Maintain 


Forces Intact 
NFSE Discusses Buying 


Curbs, Heavier Taxes 
at Parley 
Cincinnati, June 16.—Curbs on 


civilian buying, much heavier tax- 
ation and stricter priorities were 


—EE 


Z CROSSED:- 


DEADLINES, 
you ship your plates and cuts by 
RAILWAY EXPRESS, at “‘the speed 
that speeds up speed’’! Just as fast 


with cheers, when 


for everything else, and at low, eco- 
nomical rates. A phone call brings us. 


For Super-speed use AIR EXPRESS 
— 3 miles a minute, 


RAILWA “XPRESS 


AGENCY Inc. 


NATION-WIDE RAIL-AIR SERVICE 
ssonsnenscscanscasnestl 


AAANNASAARAAASASAAAS 


ANNAAAAAAAAAAAAAAAAN 
~ 


Va 


forecast for the United States by 
Floyd S. Chalmers, editor of the 
Financial Post, Toronto, Ont., and 


one of the headline speakers here 
last week at the convention of the 
National Federation of Sales Execu- 
tives. 

Stating that “You must choose 
between guns and butter,” Mr. 
Chalmers discussed the experiences 
of Canadian business during the 
war to date, and implied that busi- 
ness in the United States must fol- 
low a similar course. ‘Total war 
calls for a total defense effort,” he 
said. “You cannot fight such a war 
and hope to maintain your standard 
of living unimpaired. There must 
be a general sacrifice, and dreams 
of new homes, new cars and new 
amenities cannot be fulfilled. Indi- 
vidual standards of living must be 
lowered to raise the country’s stan- 
dards of fighting.” 


Heavy Taxes Necessary 


Heavy taxes, Mr. Chalmers de- 
clared, were not only necessary to 
raise revenue but acted as a brake 
on production and civilian buying. 
He said it took time for Canadian 
business men to grasp the fact that 
| public buying power had become 
|unimportant but they realize now 
that, with the industrial machine 
| operating at capacity, “things, not 
| dollars, count.” 


| 
| 
| 


Merehandise Close to 
Point-of-Sale through 


BU Y-LINES by Nancy Sasser 


Here’s a way to give your retailers a thirteen-week, continuous 


selling help . 
g helj 


. with direct impact on their local customers 


through the effective use of small unit space. 


Buy into Buy-LINEs, Nancy Sasser’s personalized Sunday ad- 


vertising column, written in woman-talk by an expert woman’s 


page columnist on what to buy 


A proven sales-maker. 


in nationally advertised goods. 


You give Nancy your facts; she dresses them up. You get 


exclusive representation of your product. Minimum thirteen- 


week contract. Natural for store tie-ups. Lever for new outlets. 


Now nationally syndicated in 32 papers 
8,500,000 circulation in key areas 
Starts September 7, 1941 


New York Times « Chicago Tribune + Philadelphia Inquirer « Detroit Free Press « Cleveland 

Plain Dealer « St. Louis Globe-Democrat « Boston Post « Pittsburgh Press « Washington Star 

Minneapolis Star Journal « Cincinnati Enquirer « Indianapolis Star «+ Des Moines Register 
St. Paul Pioneer Press « Louisville Courier-Journal. 


New Orleans Times-Picayune « Houston Chronicle « Atlanta Journal « Dallas News « Memphis 


Commercial Appeal «+ Charlotte Observer « Mi 


ami Herald « Birmingham News & Age-Herald 


Richmond Times-Dispatch « Jacksonville Times-Union « Norfolk Virginian-Pilot « Nashville 
Tennessean. 


Leos Angeles Times « San Francisco Chronicle 


« Seattle Times « Portland Journal « Oakland 


Tribune. 


For full information and rates address 


NEWSPAPER 


GROUPS, INC. 


Sales Representative for Nancy Sasser, Inc. 
420 LEXINGTON AVENUE « NEW YORK CITY * MOhowk 4-3430 


Chicago, 360 North Michigan = 


Detroit, General Motors Building ¢ 


Sen Francisco, 110 Sutter Street 


The convention, after hearing a 
report of its national economic 
education committee headed by 


William K. Doggett, assistant vice- 
president of Irving Trust Company, 
New York, voted to appoint a com- 
mittee to institute courses in sales- 
manship for men inducted into the 
Army under the Selective Service 
Act. 

Kinsey N. Merritt, general sales 
manager of Railway Express 
Agency, New York, was. elected 
president of the 
federation at the 
opening meeting 
Thursday. Other 
officers are: 
vice - presidents, 
R. W. Adams, 
Don Lee _ Cor- 
poration, San 
Francisco; Harry 
Moock, Ply- 
mouth Motor 
Corporation, De- 
troit; C. D. Cox, 
West Disinfect- 
ing Company, 
Dallas, Tex.; and A. H. Carter, 
Canadian Industries, Ltd., Toronto; 
secretary, William <A. Burdick, 
Rochester; and treasurer, B. Lich- 
tenberg, New York. 

Predicting widespread prosperity, 
Frank M. Surface, sales research 
director of the Standard Oil Com- 


K. N. Merritt 


pany of New Jersey, expressed the | 


hope that extra income in America 
would be spent wisely on necessi- 
ties and not dissipated for luxuries 
as during the boom of the 1920's. 
F. B. Heitkamp, vice-president of 
American Type Founders Sales 
Corporation, who also addressed 


the delegates Thursday, emphasized | 
the need for a new sales program | 


keyed to the national defense. He 
warned executives against any 
slackening of sales efforts under 
present conditions. 


Keep Sales Forces 


Discussing “Selling in a Seller’s 
Market,” J. J. Nance, vice-president 
of Zenith Radio Corporation, Chi- 
cago, warned manufacturers against 
any weakening of their sales forces 
and added that “this prosperity can 


prove synthetic like the _ last.” 
Nance pointed out that 3,500,000 
families whose incomes were $600 
to $800 would now re-enter the 
buying market with incomes of 
$1,800 to $2,000. “It’s a working 


man’s boom,” he said, “and the big | 


job is to look and plan ahead to 
keep the wheels of industry going 
after the war.” 

Arthur H. Motley, vice-president, 


Crowell-Collier Publishing Com- 
pany, retold selling’s contribution 
to American progress at a Friday 


session of the federation. In 1925, 
he said, 75,000 electric refrigerators 


were sold at about $475 apiece. 
“Ten years later manufacturers 
were making and selling 2,000,000 


of these refrigerators at an average 
cost of $175. Selling and advertis- 
ing have given America better and 
cheaper automobiles, cheaper tires, 
cameras, foods and other products, 
better to a degree enjoyed nowhere 
else on earth.” 

Col. Willard Chevalier, publisher 
of Business Week, maintained that 
there will be a “tapering off” when 
the present emergency is over but 
that America’s continuing need for 
an armament industry as a world 
power will stave off a recurrence 
of the economic collapse which fol- 
lowed the first World War. He dis- 
puted the belief that the defense 
effort will cut American standards 
of living. “The financing require- 
ments of the defense effort, which 
must come from the taxes on in- 
come and transactions in non-de- 
fense fields, will make it necessary 
that the nation keep alive a consid- 


erable consumers’ goods produc- 
tion,” he added. “But the new 
armament industry will be the 
dominant social, economic and 
political influence in the United 
States for some years to come.” 


WHIO Advances Two 


Robert H. Moody, a member of 
WHIO’s sales staff for six years, 
has been named commercial man- 
ager of the Dayton station. Frank 
Pfaff Smith, member of the WLW 
newsroom for the past five years, 
has been advanced to news editor 
of WHIO 


Issues Rules 
Covering Armed 
Forces Copy 


New York, June 17.—A guide to 
advertisers and agencies in the use 
of photographs, illustrations and 
copy dealing with U. S. military and 
naval personnel in their advertising 
has been issued by the Better Busi- 


ness Bureau, Inc. The _ bulletin, 
“What Every Advertiser Should 
Know Before Implying That the 
United States Government or Its 


Personnel Approves His Goods,” 
quotes approved references and ob- 
jectionable ones, and reviews regu- 
lations governing permissible refer- 
ences to federal specifications, 
|commercial standards and quality 
| guaranteed labels. 

Other items included in the bul- 
letin are unauthorized references to 
| the President, likeness, and views; 
| references to government buildings 
and furnishings; and rules of gov- 
ernment bureaus in regard to speci- 
fying, licensing, certifying and 
grading. Emphasis is placed on im- 
portance of rules and policies laid 
down in Federal Trade Commission 
rulings. One important restriction 
is phrased, in part, “since the vari- 
ous departments of the United 
States Government reserves. the 
| right to modify their policies from 
time to time as the occasion may re- 
quire the responsibility rests 
| squarely on the advertiser.” 

Ten cents in stamps mailed to the 
research division, National Better 
| Business Bureau, Inc., 405 Lexing- 
ton avenue, New York, will secure 
|}a copy of the bulletin. 


Denver Limits Signs 
with Drastic Law 

A new ordinance has been passed 
| by Denver’s city council designed 
to eliminate a large portion of the 
business signs of the city and to 
|regulate and tax those remaining 
or those to be erected in the fu- 
ture. For the erection Or main- 
tenance of a sign a _ contractor’s 
license is required along with the 
posting of bonds ranging from $2,000 


to $10,000. License fees for signs 
run one-half cent per square foot. 


Pushes Flyded Spray 
Midway Chemical Company, Jer- 
sey City, affiliate of America: 
Home Products, has expanded its: 
seasonal effort for Flyded insect 
spray with spot announcement 
over 182 radio stations and inse; 
tions in American Home, Betts 
Homes & Gardens and Goo 
Housekeeping. The campaign wi! 
run through August. Blackett 
Sample - Hummert handles radi 
and John F. Murray Advertisin 
Agency, New York, magazine cop 


10th Anniversary Issue 


For “Apparel Arts” 


Apparel Arts, New York, w 
publish a 10th anniversary issue 
Oct. 15, with the theme “A decad: 
of progress in the men’s appar 
industry.” 

Progress in each division of t 
industry will be traced from t 
standpoint of fashion, merchand 
ing, product improvement, deal: 
relations, public relations, advert 
ing and promotion. 


New Pepper Director 

Mark Byron III, president of t'« 
Mark Byron Advertising Agency. 
Miami, has been elected a director 
of J. W. Pepper, Inc., New York 
advertising agency. 


Dalton Heads APPM 


T. E. Dalton, Hearst Magazines, 
Inc., has been elected president of 
the Association of Public Produc- 
tion Managers. He succeeds Kent 
Rhodes of Fortune. 


Christian Heads Satway 


B. D. Christian, vice-president 
and general manager of Safway 
Steel Scaffolds Company, Milwau- 
kee, has been elected president of 
the company. 


Wettlin Moves 

| Wettlin & Co., Camden, N. J., | 

j mares to larger quarters in the 
same building at 312 Cooper street 


PHOTOS 2x!25: 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
| mail Send photo or negative We do the rest 
| Quotations supplied for any size. Same low prices 
Photo post cards {'/2¢ in lots of 1000. 
Window Displays —Enlargements— Transparencies 
Commercial Photo, 416 W. 45th St., N.¥.C 


BACK IN 1923, WE 
DID HAVE A BABY 
SQUAWK (250 W). 


AND IN 1936 WE 
GREW UP SOME 
(1000 W). 


BUT NOW QUR 


VO/CE HAS 
CHANGED! 


"? 5000 


WATTS 


(AUTHORIZED ) 
DAY AND NIGHT 


WSYR "the old reliable" 
is a familiar voice to 
1,000,000 persons in Cen- 
tral New York. Survey 
after Survey prove that 
WSYR in Central New 
York is tops. 


WSYR 


SYRACUSE, N. Y. 


SS 


N. B.C. 


5000 W. (auTHorizeo) 570 K.C. 
AN H. C. WILDER STATION + REPRESENTED BY RAYMER 
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ADVERTISING AGE 


NEW TRADEMARK 
Truck Owners Report . . . 


-' = 


“New © Goodrich Truck Tire 
FIRST IN VALUE” 


vetoes a Me fate Cow 


vaue mats 
* Goodrich speedline® Silvertowns 
ba < POR THECES AN @t BES 


Although the tire shown in this full-page 
magazine advertisement carries the old 
trademark, headline, copy and signature 
make use of the new B. F. Goodrich 
trademark, using all three initials, B. F. G. 


Goodrich Adopts 
New Trademark 
for Its Products 


Akron, O., June 18.—Whatever 
confusion may have existed in con- 
sumers’ minds over two of the 
country’s leading auto tire manu- 
facturers, Goodrich and Goodyear, 
should be dispelled by the adoption 
of a new trademark for B. F. Good- 
rich Company, featuring all three 
initials “B F G” instead of the 
lone “G.” 

The new design includes the 
initials in a wreath, and adds the 
date of the Akron company’s found- 
ing, 1870. It has just made its 
appearance in Goodrich advertising 
and on the company’s letterheads. 
Decision to drop the long-familiar 
“G”" partially enclosed by a wreath 


ind flanked by two diamonds, 
ceording to Frank C. Tucker, 
Goodrich Silvertown advertising 
manager, was reached following a 
consumer study which revealed 
that the new trademark was much 
more readily identified with the 
company than the old design or 


several other new ones under con- 
sideration. 

Nine years after he founded 
Goodrich as the first rubber com- 
pany west of the Allegheny moun- 
tains, Dr. Benjamin Franklin Good- 
rich suggested an identifying mark 
for its products of those days, 
bicycle tires, belts and wagon 
bumpers. A committee named to 
work out the design took the anal- 
ogy of the Olympic hero where the 
victor wore a wreath to signify his 
victory. Accordingly, the _ first 


ie 
SS id 


) ae 


Sioux City Market 


With Over 52,000... 
Daily Circulation. | 
Sioux City leads every city in 
the state as a wholesale city. 
Ranks eighth in the stock- 
yards industry in the United 
States. f ; 
1940 it showed the largest 
Percentage of gain in livestock 
receipts in the entire packing 
industry. / : 


/ @ee ; 
General Advertising Representative of The Jearnal 
NOEE, ROTHENBURG & JANN 
Ne York - Chicago - Detroit - San Francisco 

; eee : 
Owners and Operators of Station KSCJ : 
Power: 5,000 Day and Night ° 


Goodrich trademark design was a 
wreath composed of two sprays of 
Hevea leaves (Hevea being the 
rubber tree from the Orient) and 


enclosing the single letter “G.” 
This design, developed by Tiffany 
Studios of 


New York, was used 


until 1912 when 


the Goodrich 
Silvertown tire 
was introduced 
and when the 
company was 
consolidated 
with the Dia- 
mond Rubber 
Company. The trademark design 
for the Silvertown was the word 
“Silvertown” flanked at both ends 
by diamonds. Then in 1926, the 
diamonds were drawn into. the 
familiar wreath emblem. The 
trademark remained unchanged 


until the company recently decided 
to adopt one which would more 
readily identify its products as 
those of B. F. Goodrich. In cur- 
rent advertising not only the new 
trademark, but the headline, copy 


and signature repeat the entire 


B. F. Goodrich name. 


Strikes Theme of Copy 

The Council for Democracy used 
a full-page advertisement in the 
New York Times June 6 on the prob- 
lem of strikes in defense industries 
The message will be extended to 
other cities if public contributions 
materialize. C. D. Jackson, on leave 
as general manager of Life, is 
director of the Council. Young & 
Rubicam placed the copy. 


Shift WCAE Promotion 


Station WCAE, Pittsburgh, has 
reorganized its promotion depart- 
ment with the addition of Herbert 
Morrison as coordinator and Irma 
Loomis as a member of the mer- 
chandising staff. James Murray 
continues as department director. 


Argus Names McCoy 

J. Lavelle McCoy, formerly ad- 
vertising director of Central Cam- 
era Company, Chicago, has been 
named advertising manager of Ar- 
gus, Inc., Ann Arbor, Mich. 


Advertising Helps Boost 
Kelvinator Sales 125% 


Extensive newspaper advertising 
for Kelvinator refrigerators in 1940 
is credited with playing an impor- 
tant part in advancing the product's 
sales 125 per cent over 1939, accord- 
ing to the Bureau of Advertising, 
American Newspaper Publishers 
Association. 

Backbone of the company’s cam- 
paign was 600 to 1,750-line inser- 
tions placed twice a month in 1,000 
daily papers. Volume for the entire¢ 
refrigerator industry in 1940 
only 39 per cent over 1939 


Adds Myron Roshar 


Myron Roshar, formerly with the 
retail sales promotion department 
of the Ward Baking Company, has 
been added to the advertising staff 
of the Journal-Times, Racine, Wis. 


rose 


Name Oswald 


Beacon Laboratories, Inc., Dover, 
Del., has named Oswald Advertising 
Agency, Philadelphia, to handle its 
advertising. W. D. Lindsey is ac- 
count executive. 


To “Modern Industry” 

Frederic A. Ewald, formerly on 
the staff of Rural Progress, Detroit, 
has joined the advertising staff of 
Modern Industry, New York. He 
Was previously Detroit manager of 
Liberty and on the Chicago staff of 
Cosmopolitan. 


To Yankee Writing 


Wassell Organization, Westport, 


Conn., manufacturers of Insta- 
velopes, has appointed Yankee 
Writing Service, Guilford, Conn., 


as its advertising agency. 


if he were alive today and had to 
dig up ideas for ad men. Not so the 
staff of Roto-Lith. We double dare 
you to stump us. Phone for our con- 
sultant 


ROJO-LITH Co. 


201 N. WELLS ST. CHICAGO 
DEA. 85S7 + HEM. 2211. 


century. 


provides coverage 
delphia area. 


KYW is the only station in America that 
brings to expectant ears that arresting phrase, 
“Despatch from Reuters’’— words that have 
heralded world-shaking events for nearly a 


From Damascus to Rio to Singapore eight 
thousand Reuters correspondents cover the 
news of a volcanic world. By short wave 
and teletype, despatches are flashed directly 
into the news room of a Philadelphia 50,000 
watt station—KYW. 

Associated Press, United Press (and Western 
Union for sports) are KYW’s primary sources 
of spot news. Now with Reuters added, KYW 


unmatched in the Phila- 


Your news program in Philadelphia belongs 
on KYW, the station that gets the news first 
to your audience. Write or call the nearest NBC 
Spot Sales office for complete information. 


fol WESTINGHOUSE RADIO STATIONS Inc 


KDKA KYW WBZ WBZA WCWO WGL 
REPRESENTED NATIONALLY 


wsos 
BY NBC SPOT SALES 


PHILADELPHIA 
' . 6,600 WATTS .. 
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Don’t Shoot the Piano Player 


The old story of the keyboard 
tinkler in the mining camp saloon, 
in whose behalf the sign was 
erected, “Don’t shoot the piano 
player—he is doing the best he 
can,” is very much apropos now. 
Some of our administration leaders 
are beginning to crack down on 
business in a way that suggests that 
industry is to be made the scape- 
goat for any failures of the defense 
program. 

American industry has dedicated 
itself to the performance of the job 
that has been assigned to it, and is 
struggling to meet the emergency, 
in spite of difficulties in obtaining 
materials and equipment in suffi- 
cient quantity, and in spite of the 
fact that labor has failed to show 
unselfish cooperation in the accom- 
plishment of the national objective. 
Yet the efforts now being made by 
business executives to accomplish 
the seemingly impossible do not ap- 
pear to be fully appreciated in 
Washington. 

With business struggling to do its 
part in the emergency, while faced 
with heavy problems in production, 
labor and taxation, it might also be 
well for administration spokesmen 
to throw as few monkey wrenches 
as possible into the marketing ma- 
chinery. Everybody concedes that 
normal operations are not possible 
for most industries, but there is 
certainly no good reason for making 
it impossible to carry on success- 
fully when this can be done with- 
out disturbing the defense program. 

American cheese makers, for in- 


stance, have been unnecessarily 


handicapped by the advice emanat- 
ing from Washington that con- 
sumers eat less cheese, so that more 
can be sent to Great Britain. The 
dairy industry has shown that it has 
the capacity to take care of not only 
normal, but emergency  require- 
ments, and there are no evidences 
that cheese consumption in 
country need be curtailed to make 


this | 


| 


the product available for the British | 


Isles. Unless such a real emergency 
existed, it would be nothing short 
of ridiculous to interfere with the 
efforts of the cheese industry as a 
whole and successful advertisers in 
particular to promote the sale and 
use of their products. 


| 


The gasoline shortage scare has | 


not done the great tourist industry 
any good, either. Here busi- 
ness which is not dependent pri- 
marily industrial production, 
since expenditures principally 
for services. Gasoline and oil are 
the only exceptions. While it may 
be necessary to take special meas- 
ures to insure adequate supplies for 
industry, especially in the 
gasoline for most motorists should 
be available in sufficient quantities. 
Tourist business this summer 
should be encouraged, rather than 
frowned on, as the widely public- 


is a 


on 


are 


East, 


i 


ized threat of gasoline shortages 
implies. 

America is going to have to | 
undergo inconveniences and 


locations of many kinds during the 


| 


successful execution of the defense | 
program, but let’s not make the 
situation any more difficult 


necessary. 


Two and Two Make Four 


Some confidential comments from 
the national capital indicate that 
there are those in Washington who 
insist that increases wage rates 
can be absorbed by industry with- 
out advancing prices. Those 
take this viewpoint see no incon- 
sistency in the efforts of Leon Hen- 
derson to maintain prices, while at 


in 


who 


the same time the administration 
is encouraging labor unions to strive 
for a higher wage level, even at 


the cost of interrupting emergency 
production of defense goods 

The business man who is trying 
to figure out the problems induced 
by the certainty of higher taxes and 
the probability of higher wages may 
think that two and two still make 
four, and that increasing labor costs 
will necessarily raise to 


prices his 


customers; but if so he seems to be 
in direct disagreement with some of 
those who hold important positions 
in the national administration. 

The fact of the matter is that few 
wage which have been 
negotiated since the defense emer- 
gency became 


increases 


acute have been 
based on any substantial increase in 
the cost of living. Commodity price 
increases have not been large, and 
the average for the whole list dur- 


ing the past year has been under 5 


per cent. Yet labor is taking the 
position that higher rates are de- 
manded by the increased cost of 


food, shelter and clothes. 

Business is not interested in mak- 
ing millionaires, but it cannot avoid 
price increases based on increased 


costs. 


| 
| 


j at 


AND NOT EVEN A BOXTOP NEEDED! 


The Saturday Evening Pest 


Ad-libbing 


From Ads to Arms 

Midwestern advertising men read 
with mingled feelings the small 
two-column ad of the University 
of Chicago’s institute of military 
studies in Chicago newspapers the 
other day. The advertisement it- 
self was unusual—offering a _ pre- 


| 


service basic military course open | ‘ . 
|ployers and employes in this coun- 


to all citizens between 18 and 45, 


consisting of four week-ends from | 


June 27 to July 18, with a fee of 
$20 covering texts, materials and 
meals. But what made the copy 
of especial interest to advertising 
men was the locale of the week- 
end training course. The students, 


PRE-SERVICE BASIC 


MILITARY COURSE 


4 Week-Ends June 27-July 18 
Week End storts Friday night (or Seturdey noon) 
except Ind week which sterts Thurs. night, July 3 
Ausembly ot U. of C. Field House, or the Loop. and 
viable barracks of 


The Course 
Will Cover: 
Army Orgenisation 
Military Lew 


Mee Wor 


Forest Martemanship 
Infantry Drill 
< 


Laster Evtate) 6 
Open te all men whe ere citivens, and be- 
tween the ages of (8 end 45, end cspeciolly 
pleased for men whe will enter vice # 


Registration is limited to the first 280 applications 
The fee of $20.00 covers texts, materials and meals 
Ne additional tees 

Applications fer enreliment may be secured of office of Millftery 
Training Camp Asseciotion, 6 North Michigan Ave. or University In 
formation Office, S758 Ellie Ave. Tel. Midway 0800 Extension 377. 


The Institute of Military Studies 
The University of Chicago 


the copy revealed, will “assemble 
at U. of C. Field House, or the 
Loop, and move by motor convoy to 
comfortable barracks at Mill Road 
Farm.” Mill Road Farm, the estate 
of L & T’s Albert Lasker, which 
was presented to the university a 
year or so ago; Mill Road Farm, 
where many a _ behind - the - scenes 
advertising engagement has been 


/party or 


fought, turned into a sort of pre- | 


school military reservation, where 
such things as map work, marks- 
manship, gas protection, elemen- 
tary tactics and combat games will 
be taught. 

The names of the studies are 
strange to the advertising field, but 


dis-| one cannot help but feel that many 


an advertising man could give com- 
petent instruction in subjects like 
these. 


than! A Love Feast 


Walter S. Rowe, merchandising 
manager of the Estate Stove Com- 
pany, Hamilton, O., sends us the 
details of a celebration which we 
believe deserves 
The occasion was the 50th anniver- 
sary of the Conference Agreements 
between the International Molders’ 
and Foundry Workers’ Union of 
North America (AFL), and _ the 
Manufacturers’ Protective and De- 
velopment Association, an organi- 
zation of stove manufacturers. 

The big news of the celebration 


j}than 50 years of service, six more | 


commendation. | 


was made by a banquet tendered | 


by the Estate management to all 
factory and office workers June 7, 
and addressed by officers of the 
company, the president of the 
international union and of the 
local, and by John Frey, president 
of the metal trades department of 
the AFL. 

What the celebration meant is 
abundantly apparent from the fol- 
lowing extract from the Interna- 
tional Molders’ and Foundry Work- 
ers’ Journal, which was reprinted 
in the banquet folder: 

“On March 25, 1891, 10 men met 
the Palmer House, Chicago, 


|Stern & 


where, after three days of earnest 
discussion, an agreement was 
reached which was destined to be- 
come an instrument of great value 
to their two organizations ... the 
agreement reached at that time is 
still in existence, and is, we firmly 
believe, the oldest working agree- 
ment ever 


try. It took these 10 men just three 
days to arrive at a working agree- 
ment which has brought peace be- 
tween two organizations that for 
years had been bitterly opposed to 
each other. That they did a good 
job is manifested by the fact that 
this agreement still stands. 

“The representatives of the two 
associations meet each year in De- 
cember when either party has noti- 
fied the other within a given time 
that it desires a change. If no 
notice of a change is given by either 
party, the terms of the agreement 
reached at the previous meeting 
hold good for another year. Some- 
times a change in conditions occurs 
during the year which makes one 
the other feel that it has 
lost an opportunity, but the agree- 
ment usually works out all right 
for both. . .” 

Isn't that a_ refreshing 
from the kind of labor news 
have been reading recently? 


we 
And 


doesn’t it suggest that a few more | 


agreements of this kind, made by 
men of good will on both sides, 


would eliminate most of the friction | 


in the industrial machine? 

And incidentally, it might be well 
to add that Estate Stove’s employe 
roster includes 10 men with more 


with more than 45, another 13 with 
more than 40 years, and a total of 
112 with more than 25 years of 
service. Merchandising Manager 
Rowe, by the way, has been there 
more than 30 years. 


Poetic Rental 


Scout William H. England of 
Brooklyn supplies the classified ad 
of the week—a tuneful ditty from 
the classified columns of the June 8 
New York Times. It goes like this: 


Riverside, at 114th St., Apt. 10-B 
Ten flights above the dusty street 
You'll find a quiet room and sunny 
Mahogany and maple meet 
To lend it beauty it's a honey 
The room's for rent at seven flat 
Another = three brings eggs and 
cereal 
Dinner’s a dollar cheap at that 
The meal i hearty not ethereal 


But breakfast here or breakfast there 


Dine in a drug store if you vearn to 
An ivory tower, twelve feet square 

Is still a good place to return to 
Jottings 


When a $2,000,000 blaze swept a 
lumberyard and a sizable portion 
of Philadelphia some time ago, 
Co., local retailer of in- 
stallment furniture, took advantage 
of the occasion to run 200-line copy 


| pointing out that any of the home- 


less 


families whose furniture had 
been purchased on Stern’s “protec- 
tive budget account policy” would 
have their furniture replaced with- 
out charge. . 


reached between em- | 


change | 


Information 
for 
Advertisers 


The following documents may b 

secured without charge from com 
'panies sponsoring them, or throug 
ADVERTISING AGE, by any nation: 
advertiser or advertising agen 
|}executive writing on his busine 
letterhead. 


No. 1826. Coast to Coast Coveray 
| of Michigan. 

| New market data on the eig 
| Booth Michigan newspapers a 

| their respective markets, each in 

_ individual folder, are contained 

| this file. A map of each city a) 
trading zone, statistics from the nx 
census, wholesale and retail d 

and information about each pa; 

are included. 


No. 1827. It’s All in the Day’s Ne 

A defense map of metropoli' 
| Louisville and a list of defense pr: j- 
ects, with an indication of payr 
department store and new car sas 
are offered in this folder, issued 
the Louisville Courier-Journal aid 
| Times. 


No. 1828. Coverage Maps. 

Radio Station KMOX has issucd 
| these new day and evening cove: 
maps, which show, by county, 

primary, secondary and tertiary |\s- 
tening areas, the number of r: 
families and the weekly net circul:- 
tion. 
No. 1829. Packaging Ideas for A 
America, 

Suggestions for the stimulation of 
business through the use of the ho 
day appeal are offered in this syn 
posium of holiday packaging, issued 
by Milprint, Inc. Special emphasi 
is given to such industries as con- 
fectionery, meat packaging, ciga! 
and textiles. 


No. 1722. Why Should I? 

“Advertise in Our Sunday Visitor 
and The Register” finishes the qu 
tion of the title, and the pages of 
this brochure offer numerous rea- 
sons. The papers’ editorial appea! 
and reader response are discussed, 
and information is provided con- 
cerning the number of readers, 
where they are, and their buying 
lability. Rate and circulation data 
are included, as well as some ad- 
vertisers’ success stories. 


No. 1773. The Passing of the One 
Night Stand. 

The principle of turnover ratio in 
radio is the subject of this brochure, 
in which Columbia Broadcasting 
System defines this new approach 
to audience measurement and dis- 
cusses some of the findings on radio 
turnover, summarized from several 
different investigators. Charts and 
text show the one-time audience 
versus turnover audience for sev- 
eral programs. 


No. 1726. How Rural 
Spends Its Money. 
Curtis Publishing Company /:as 
issued this booklet, which contains 
highlights from Curtis’ analysis of 
the United States Consumer Pur- 
chase Survey. Figures show the 
percentage of expenditure for \v°- 
rious product classifications in (te 
upper and lower income groups, 
and in a tabulation of buying pov 
indices, Country Gentleman rea:- 
ers’ average is compared with tee 
national farm average. The book “! 
also contains a circulation reco 
by county, showing the aver: 
value and average gross income | 
farm. 


America 


No. 1761. WOW Market Maps. 

Radio Station WOW, Omaha, ! 
issued two new maps—one sho‘ 
ing an analysis of mail respon 
and the other showing effect 
buying income. The mail m: 
gives a clear picture of covera; 
and audience strength by indicatin= 
| percentages of response, by count 
,to the number of radio homes. 
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Senate Group 


fo Investigate 
Public Polls 


Washington, D. C., June 17.—The 
Interstate Commerce Committee 
shortly will launch an investigation 
if all public opinion polls, its chair- 
nan, Sen. Burton K. Wheeler, an- 
nounced yesterday as he claimed in 
the Senate that trick questions had 
built pro-war sentiment. 

In a formal letter, excerpts of 
vhich were read to the Senate, 
Wheeler cited evidence to support 
is charge that a Gallup poll used 
juestions so confusing that a Mon- 
tana group opposed to war found 
themselves joining the intervention- 
sts until the questions were clari- 
ied. 

A resolution calling for such an 
nvestigation was introduced last 
veek by Sen. Gerald P. Nye, which 
vould require all publications re- 
porting polls to publish the number 
of people interviewed. The bill, S. 
1606, supplements a resolution of- 


fered a few weeks ago by Sen. Nye. | 


In addition to requiring publica- 
tion of the size of the sample for 
each poll, the Nye bill calls for 
poll-takers to keep intact for two 
years all ballots, reports and other 
records of each straw vote. Viola- 
tion would be punishable by a fine 
of not more than $5,000, or im- 
prisonment of not more than one 
year, or both. 


Discusses Size 


In a speech before the Senate 
following introduction of the bill, 
Sen. Nye declared: “I think the 
public has a right to know how ex- 
tensive is the set-up which polls 
the public and garners its senti- 
ments. If 1,000 part-time poll 
takers should work for 20 hours a 
week, and if each one of them 
polled as many as four persons an 

ur, he would cover only 80 per- 

a week, or 80,000 for all the 
1.000 poll takers. 

Kighty thousand of the 130,000,- 
000 people, then, would be repre- 
sented by a poll, if it were as ex- 
tensive as the example just cited. 
I have reason to believe that not 
so large a poll as that is under- 
taken.” The North Dakota Repub- 
lican did not discuss the size of the 
sample further, but his remarks 
were taken to mean that he thinks 
no poll can be accurate without 
using a very large sample. 

Sen. Nye also quoted a Washing- 
ton columnist who wrote recently 
of a conversation she had with a 
poll-taker. The interviewer, whose 


“MEET THE PEOPLE” 


Hattie Pearson is a “woman of letters” 
and how! It’s nothing for her to turn out 
90.000 or 75,000 a day, and she doesn’t 
rec|ly feel busy until her daily schedule 
mo.nts into six figures. Then, with her 
abe corps of assistants, this little five- 
foo'er really makes things fly. Hattie has 
been head of the Buckley-Dement Letter 
Department for years, and is one of the 
most capable and best-liked members of 
the staff. Her only known vice is a weak- 
hess for grand opera! 
* * * 


Le us show you samples of our new 
“Typesimile” letters—the form letters 
the: fool the experts. These letters have 
the character of letters individually typed 
by hand. including the irregularities 
which are typical of hand typing. Ask for 
Samples and prices. Phone MONroe 6100 
or write Buckley, Dement & Company, 
1250 Jackson Boulevard, Chicago. 


a 


| Pickering & Co.; 


name or connection was not men- 
tioned, was quoted as having said 
that he questioned 15 people about 
convoys, all of them PWA workers 
or on relief. Few knew what “‘con- 
voys” meant, so the interviewer ex- 
plained that meant “ships going in 
pairs.” The columnist concluded 
that polls are “hardly a_ serious, 
honest reflection of what people 
think.” Sen. Nye’s only comment 
on the newspaper report was to pay 
tribute to the reliability of the 
writer. 

saplicatin 
Edna Emme Named Head 


of St. Louis Adwomen 


Edna Emme, 
president of the 
National Asso- 
ciation of Hair- 
dressersand 
Cosmetolo- 
gists, general 
manager of 
Godegroy Mfg. 
Company, and 
regional director 
of Fashion 
Group, Inc., has 
been elected 
president of the 
Women’s Adver- 
tising Club of St. 
Louis. 

Other officers include Helen Lip- 
|}pert, St. Louis Hostess Company, 
vice-president; Clara Pendleton, 
assistant engineer, City Plan Com- 
mission, secretary; and Alma Jolley, 
advertising manager, Kerwin Foth- 
eringham & Co., treasurer. 


Canadian Publishers 
Elect New Officers 


E. R. Milling, general manager, 
Consolidated Press, Ltd., Toronto, 
has been elected president of Cana- 
dian National Newspapers and Peri- 
odicals Association. Vice-presidents 
are E. J. Weld, Farmer’s Advocate, 
London, Ont.; A. A. Burrows, Cana- 
'dian Transportation, Toronto; W. C. 
Stovel, National Home Monthly. 
Winnipeg. N. R. Perry, business 
manager of MacLean’s and Chate- 
laine, Toronto, has been elected 
treasurer, and I. D. Carson contin- 
ues as secretary and manager 

Associations affiliated with the 
CNNPA have elected the following 
officers: Agricultural Press Associa- 
tion, E. J. Weld, president; T. J. To- 
bin, Canadian Countryman, Toronto, 
vice-president. Business Newspa- 
pers Association, A. A. Burrows, 
president; W. H. Hewitt, National 
Business Publications, Ltd., vice- 
president. Magazine Publishers As- 
sociation, W. C. Stovel, president: 
A. M. O'Malley, Canadian Home 
Journal, Toronto, vice-president. 


Edna Emme 


Tracy Moore Elected 
Head of L. A. Ad Club 


Tracy Moore, Blue network sales 
manager for the Western division of 
the National Broadcasting Com- 
pany, has been 
elected president 
of the Advertis- 
ing Club of Los 
Angeles 

Other officers 
named _ include: 
first vice - presi- 
dent, William T. 
Pickering, Heintz, 


second vice-pres- 
ident, Fred J. 
Tabery, Menard 
and Tabery; sec- 
retary - treasurer, 
Charles Levitt, 
agency head; 
and three direc- 
tors, Herbert M 
3aus, publicity director of the Lo 
Angeles Chamber of Commerce; 
Irvin Borders, advertising director 
of the Citizens National Bank; and 
Lawrence B. Rice, sales manager, 
Western Union Company. 


Tracy Moore 


Renew Penn Excise Tax 


Legislation to renew for another 
two years Pennsylvania’s 10 per 
cent liquor sales tax and two-cents- 
per-package cigaret tax, has been 
passed by the house of representa- 
tives by unanimous vote. Income 
from the cigaret tax is expected to 
be $24,750,000 during the next two 
years; from the liquor tax, $17,- 
260,000. 


Klores Rejoins Agency 
Samuel L. Klores, formerly pro- 
duction manager for Milton J. 
Adler Company and Willard B 
Golovin, both of New York, has 
rejoined Jasper, Lynch & Fishel, 
New York, in a similar capacity. 


Last year’s census is 
already out of date in 
Washington, D. C. 


(Perhaps your Washington 
advertising schedules are, too?) 


A census every ten years can't 
begin to keep track of the growth 
of the nation’s capital. Defense 
has boomed Washington and its 
Maryland and Virginia suburbs so 
fast that a new, 10°. sample census 
is being taken to find out what 
has happened to the capital —just 
how big, metropolitan Washington 
has become. 


If the government can’t be satis- 
fied with the 1940 figures on Wash- 
ington—can you? Can you afford 
to go along with a newspaper 


The Washington Pos 


WASHINGTON’S HOME MORNING NEWSPAPER 


budget ranking Washington way 
down the list—instead of crowd- 
ing the top, as it should be? 


This is a two-paper town today— 
a two-‘'A’’-schedules town! And 
three sample censuses of the cus- 
tomers—made by a department 
store, a specialty shop, and a re- 
search organization—confirm the 
opinion of the merchants them- 
selves: the right two-paper combi- 
nation in Washington, D. C., is 
the one that includes The Wash- 
ington Post! 
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Grocers Learn 
How to Meet 
Chain Competition 


Chicago, June 18.—Some of the 
crack independent retail grocers of 
the country took turns here this 
week showing their brethren how 
to meet successfully the challenge 
of the chain stores. The occasion 
was the 44th annual convention of 


NEWSPAPERS 


sell more 


LOCAL tinage 


Five months ago the OREN 
ARBOGUST PLAN to help 
newspapers sell more LOCAL 
linage was a pig in a poke. 
Today it has a satisfying 
history, It is working in the 
pages of many great and con- 
servalive newspapers aa 
Chicago Daily NEWS. Cinein- 
nati ENOUIRER, ete. ete. 
ete. Tt teaches the five fun- 
damentals of profitable news- 
paper advertising. those that 
automatically make a mer- 
chant an advertiser if he 
knows and believes those five 
points. Overworked  promo- 
tion managers and local man- 
agers sing its 
visions. Loeal salesmen sell 
linage with continuity clauses. 
This plan knows LOCAL sell- 
ing and it sells LOCAL adver- 
tising. Users eall it “inceom- 
parable.” Ask for descriptive 
brochure, 


OREN ARBOGUST | 


ADVERTISING 
Thirty N. Michigan Ave. 
CHICAGO 


praises, see 


the National Association of Retail 
Grocers and the convention theme, 
appropriately enough, was “Unity 
builds strength and security.” 

There was precious little time 
wasted castigating the chain stores 
as if they were ogres in some Walt 
Disney feature. If chain stores 
have anything that the independent 
grocer doesn’t have, and it looks 
like the customers might like it, 
there isn’t much disposition to shy 
away from it. In fact, as John H. 
Bloecher of Baltimore, Md., pointed 
out, the small merchant can, if he 
will, use the chain store bag of 
tricks and add some to it that aren't 
available to the chain. 

When Baltimore grocers saw the 
first super market loom on the mer- 
chandising horizon they straight- 
away went and did something 
about it under the leadership of 
John E. Jaeger, a director of NARG. 
The independent merchants organ- 
ized their buying operations. The 
next problem that confronted them 
was how to let the housewife know 
that they had planned to make this 
merchandising service available to 
her. 


How Specials Are Born 


“Naturally, we considered news- 
paper advertising,” Mr. Bloecher 
said. “The area covered by our 
stores represented less than 5 per 
cent of the city of Baltimore; and 
the lowest rate which we could 
secure was 35 cents a line. Ob- 
viously, this was out of our range. 
To print an ordinary circular, put 
it out, and then on Thursday have 
the newspaper ads come out with 
the chain stores and super markets’ 
slashed prices, would simply make 
us look foolish 

“We adopted this plan. We meet 
every Monday night at the associa- 
tion’s headquarters We discuss 
advertising and prices but we never 
vote or agree on a price. A certain 
member is delegated to draw up 
the ad. He gathers information at 
the meeting and we abide by his 
decision. The ad is formulated and 
sent to a printer on Tuesday morn- 
ing. 

“However, there is a large blank 


APRIL, 1941 

Fibber McGee 33.8 
Jack Benny .. . 30.5 
Walter Winchell 27.8 
Bob Hope ... inaen 
Charlie McCarthy .. ise s ae 
The Aldrich Family . 24.4 
Radio Theater ... . 23.4 
Coffee Time ..... . 212 
Edw. G. Robinson ... 192 
Time to Smile..... , Be 
One Man’s Family . 173 
Major Bowes ... +. eo 
Kate Smith .. . BY 
Screen Guild Theater . 16.3 
Mr. District Attorney.. 16.2 


MAY, 1941 


Bob Hope ...... 25.5 
Walter Winchell 22.8 
Charlie McCarthy . 21.7 
‘RPS eee ee eee 21.1 
The Aldrich Family........ 21.1 
Pipwer MACS ... cc ecesss 21.0 
Pee SPMOORE 5 caeeee cee 20.5 
ey! rr 15.0 
Guy Lombardo ........ 14.9 
Kay Kyser 5 ea eae 
poo Be ee 14.4 
Major Bowes ..... vat Mae 
Mr. District Attorney...... 14.1 
Bing Crosby ...... i a oe 
One Man’s Family.. ven Bee 


HOOPER RATINGS OF RADIO POPULARITY 


JUNE, 1941 
Bob Hope 


to 
ou 
w 


Walter Winchell . 25.3 
Fibber McGee 5 on ky 
Jack Benny ....... iccsm aoe 
Charlie McCarthy ........ 20.3 
Radio Theater ............ 18 
The Aldrich Family....... 19.3 
Coffee Time ...... ‘caee Se 
Kay Kyser ey eae ee 14.7 
Mr. District Attorney...... 14.0 
a 13.8 
Time to Smile.... ceaaa BOD 
Bing Crosby . x wae 
Major Bowes .. ae 
Parker Family 12.5 | 


space left open. The printer sets 
up the entire circular with the 
exception of this space. The big 
food ads in Baltimore appear in 
the Thursday’ afternoon paper. 
The first edition of that paper goes 
on sale in the newspaper office at 
10:30 a. m. Every Thursday morn- 
ing a member of our group is there 
waiting for the first paper to come 
down. He buys it, scans through 
the food ads and picks six to ten 
of the hottest specials. He either 
equals them, or, if legally possible, 
goes below them; and 15 minutes 
after the first newspaper has ap- 
peared, his additional copy is in 
our printer’s office. Thursday eve- 
ning our circulars are in the homes 
of our neighborhood. These up-to- 
the-minute circulars cost our mem- 
bers only $3.40 per thousand.” 


Conducts Survey 


H. H. Sack, Oakland, Cal., who 
has put in a busy year as president 
of the NAR, also gave a first-hand 
account of how his Piedmont Gro- 
cery Company made a survey to 
find out in what way the store 
could be of more service to custom- 
ers For one thing, the = survey 
revealed that 65 per cent of this 
group was trading at chain stores 
and 35 per cent with independents. 
Sixty per cent said they like to 
wait on themselves. Ninety-two 
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MORE 
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PER 


DOLLAR 


and we’re ready 
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3 TO PROVE IT! 


per cent said they favored the inde- 
pendent merchant. So Piedmont 
installed a cash and carry depart- 
ment in its service store with a 
staff of two men. 

“In fear of having our custom- 
ers think we have turned from a 
service store to a cash and carry 
store,” said Mr. Sack, “we have 
been conservative in our advertis- 
ing, feeling that if we could keep 
those two men busy, and could do 
around $5,000 a month in that de- 
partment, we would be satisfied for 
the time being.” 


Membership Doubled 


By doubling the membership of 
the NARG, Mrs. R. M. Kiefer, sec- 
retary-manager, told the conven- 
tion that the association would be 
able to do an adequate promotion 
job for the independent grocers. 
“We do the business—we sell the 
merchandise—but who. gets. the 
credit? We do. not but why? 
Simply because we do not have a 
million dollars or more to spend 
each year solely for campaign pub- 
licity, for entertainment, newspaper 
advertising and releases, general 
publicity items, for research and 
statistical studies, and for other 
necessary work with which to build 
an effective public relations depart- 
ment,” she said. 

Prices of some commodities will 
be higher, forecast Gerrit Vander 
Hooning, former president of the 
NARG and now consultant in the 
Office of Production Management. 
“Wholesale prices have advanced 
11 per cent while retail prices have 
only advanced 4 per cent, so there 
are some adjustments that must be 
made.” 

“The food investigation is still in 
its early stages,” the grocers were 
told by Corwin D. Edwards, econo- 
mist in the anti-trust division of 
the U. S. Department of Justice. 
“There have not yet been any in- 
dictments dealing with meat, poul- 
try, eggs, cheese, ice cream, sugar, 
fresh fruits and vegetables other 
than rice and many lesser products. 
Milk and bread indictments have 
touched only a few of the many 
places from which we have com- 
plaints. Terminal market rackets 
have not been dealt with. Much of 
the work remains to be done to 
make the food trades reasonably 
free from devices which raise costs 
and reduce volume and weaken the 
independent business man.” 


NARG Slaps Back 

The association slapped back at 
the Justice Department's food in- 
vestigation yesterday with a resolu- 
tion which branded it as “factually 
unfounded, likely to mislead the 
public and extremely prejudicial to 
the food industry.” The charge that 
the spread between farm prices and 
retail prices is due to inefficient dis- 
tribution was called “largely unsup- 
ported by the facts,” adding “it is 
apparently recognized by everyone 
but the assistant attorney general 
(Thurman Arnold) that the spread 
between farm and retail prices is 
attributable to increased labor costs 
and taxes.” 

Other resolutions adopted by the 
association today called for exten- 
sion of the federal food stamp plan, 
reduction of non-defense spending, 
support of a manufacturers’ tax in- 
stead of a national sales tax, and 
commended sponsors of the bill in 
Congress seeking 
margarine taxes. 

Mr. Sack was reelected president 


repeal of oleo- 


of the association, as were all other 


officers 


Winchell, Hope 
Share Top Spot 


in Popularity 


New York, June 16.—Newscast: 
Walter Winchell joined comedi: 
Bob Hope this week at the top 
the heap in the scramble for U. 
radio popularity, according to t 


June ratings released by C. ! 
Hooper, Inc. 
The Winchell program, it w 


pointed out, marked the first tin 

in the history of measuring rad 

audiences that a 15-minute, once- 
a-week broadcast managed to clin 

to the top. Hope was unchallenged 
in first place in the May ratings 

when the change over to daylig 

time shifted his Tuesday eveni: 

program to a more favorable spot 
in the East, 9 to 9:30 p. m. Wi 

chell’s advance to a first place ti 
with Hope has been almost m 

teoric, and if the trend continues }y 
may soon enjoy undisputed to; 
honors among the network broad 
casts. He was sixth in Novembe: 
and December, 1940, varied betwee: 
sixth and seventh from January 
through March, then jumped t 
third place in April and second in 
May. 

The co-leaders have been mort 
successful than others in holding 
night-time audiences in the face of 
the seasonal summer decline, whic 
hits bottom during July and Au 
gust. Fibber McGee and Mollie 
hold third place in the June rat 
ings with Jack Benny close behind, 
and Charlie McCarthy in fifth place 

The Hooper ratings for June, 
well as the first 15 leaders in Ay 
and May, are shown at the top 
the page. 


CKLW Names Jones 


Station CKLW, Detroit, has cre- 
ated a new post of sales promotion 
and public relations, and appointed 
Richard E. Jones to the position 


CUNSSIFIED PHOTOS 
i 


we Write for Photo Library 
of 2000 Subjects ; 


- 


_ $25 5. WABASH AVE. CHICAGO 
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P BUILDS SERVICE and route superintendents. These national union, according to James Elect Benson 

> sre fr > ice F > eXYeCIT- ‘ ~}, , “Ej . . — ne “ : 
laun if Unions | letters from the office of the execu- G. Shaw, president, Laundry Own Harold E. Benson, of the adver- 
’ tive secretary of the association ers Association, who also pays trib- tising department of the Public 
serve as “prodders” so that the lead- ute to the efforts and counseling of Service Company, has been elected 
Owners p f Over jers on the firing line do not bog George Knott, president, and George president of the Advertising Club 

u down. Bendel, of local of Denver. 


Co-op Ad Drive 


Sponsors Join Forces 
to Promote Profitable 
Campaign 


Chicago, June 19.—An advertising 
nd merchandising campaign begun 
ist October by two local laundry 
vorkers’ unions and the Chicago 
aundry Owners Association has 
roved so successful that John 
foomey, executive secretary of the 
ssociation, said this week that 
We hope to keep the campaign 
going for at least five years.” Not 
nly do both the unions and the 
association regard the campaign as 
iarkedly profitable but, in a period 
characterized by labor unrest, the 
cooperative attitude of all parties 
concerned is regarded as an unusual 
demonstration of enlightened self- 
nterest. 

Advertising thus far has been con- 
centrated in large-size insertions in 
Chicago daily newspapers. Copy 
features the testimonials of typical 
housewives with photos, names and 
addresses given. Purposely omitted 
is any mention of price or special 
services. Not even the names of 
participating laundries are included 

Layout, copy, everything about 
the advertising is deliberately 


planned to. reflect confidence in 
laundry service. “We learned in 
our city surveys that many women 
who are doing their own laundry 


have definite prejudices about laun- 
dry service and that our advertising 


The 
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Construction Pre- 


vents Rust and Vibration. 
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Typical of the large-space newspaper 

advertising on behalf of the Greater 

Chicago Laundry Industry is this “June 

bride’’ copy which, like the other ads, 

seeks to build confidence in the city's 
laundry service. 


job was to build confidence with an 
educational program,” pointed out 
Melvin Brorby, vice - president, 
Needham, Louis and Brorby, which 
is directing the campaign. 


Uses Slogan, Brief Copy 


Closely tied into the testimonial 
copy is the campaign slogan, “This 
Week—tTry a 10-Minute Washday.” 


Brief copy following points out that 
10 minutes is just the time necessary 
to gather up the clothes and give 
them to the laundry man, thus end- 
ing all the woes of washday 
Vith 150 different laundries par- 
ticipating and with no central sales 
management possible, the problem 
of merchandising the advertising 
has been met successfully through a 
monthly let- 
individual owners 


series of 
ters to 


promot ional 
laundry 


SALES DOUBLED 


WHEN ADVERTISING 


A manufacturer of a well-known drug 
store product had followed the same 
advertising policies for years. Public 
demand for the product was appar- 
ently uniform. Sales were good. Dis- 
tribution was well established. The 
product was heavily advertised. 

Yet the ratio of sales to advertising 
expenditure was much too low. 

Each year's advertising budget placed 
the major advertising expenditures in 
the same territories that produced the 
biggest sales the previous year. In 
other words this firm's original adver- 
tising experience was being repeated 
year after year, although relative sales 
volumes by territories had changed. 


WAS RE-ALLOCATED 


Then a complete re-allocation of all 
consumer advertising was made. Each 
wholesale drug trading territory was 
analyzed. Population was adjusted for 
buying power. A "yardstick'’ was de- 
termined for re-allocating advertising 
expenditures. This ‘yardstick’  pro- 
vided that a specified number of cents, 
per month, per 1,000 adjusted popula- 


tion, should be spent for consumer 
advertising. 
Results were immediate. Within 2 


years sales had doubled. 


The same advertising "yardstick" 
been applied to several 
other products with great 
success. 


has 


*€ 


Measure 


Re- 
accordance with those new 
potentials. 


wel oN y 
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sales potentials. 


allocate advertising in 


Practical Research Builds Sales 


Facts collected from your market are the only safe basis for advertising and sell- 


ing policies. 
practical market analyst. 


Those facts should be gathered, analyzed and interpreted by a 


We offer the benefit of 13 years of marketing research experience on many of 
the most famous food, drug, grocery and household equipment items in America. 


Merchandising promotions and advertising campaigns. 
sumer and dealer surveys. Radio Surveys. 


Con- 
Sales Promotion Plans. 


C.C. CHAPELLE 


Marketing Research and Merchandising 


540 North Michigan Ave., Chicago « Whitehall 7710 


| tomers’ 


In addition, a routeman’s news- 
paper called the “Bundle Getter” is 
distributed to every routeman 
monthly It contains selling tips, 
latest information on laundry cus- 
problems and how to meet 
them, news about fellow routemen, 
humor, cartoons, prize contests, etc. 
Current laundry industry advertis- 
ing running in the metropolitan 
newspapers is reprinted and ways 
to use the reprints are included. 
Route superintendents are sent ex- 
tra copies of the “Bundle Getter” 
for use in regular sales meetings. 
Routemen are instructed to carry 
the “Bundle Getter” on the route 
and show the reprinted ads to pros- 
pects. 


Routemen Wear Badges 
Another fur- 
yellow 
lettering 

to En- 


aid 
large 


merchandising 
nished routemen is a 
badge with black flash 
which reads, “Ask Me How 
joy a 10-Minute Washday.” 
Much of the credit for the suc- 
cessful inauguration and continua- 
tion of the advertising program is 
due to William G. Donovan, 
dent of the laundry workers inter- 


presi- 


secretary-treasurer, 
712, the laundry routemen’s union. 
“We feel that this joint coopera- 
tive program shows quite clearly 
that labor and management can put 
their feet under the same table and 
see that problems and interests of 
both are identical,” said Mr. Shaw 
“Our Chicago laundry industry cam- 
paign is getting results not only so 
far as cooperation is concerned but 
in producing more bundles, more 
customers. Laundry business is defi- 


nitely better throughout the city 
since the advertising program got 
under way.” 


Starts Syndicate Drive 
Berst-Forster-Dixtield Company, 

New York, manufacturer of wood 

and paper specialties, has scheduled 


a business paper campaign in the 
syndicate store field. Lynn Baker 
Company, New York, is the agency. 


Gaines Adds MacQuarrie 

W. E. MacQuarrie, 
eral sales manager of 
Dog Food Company, 
Gaines Food Company, 
N. Y., and will cover the 
land territory 


formerly gen- 
Old Trusty 
has joined 
Sherburne, 
New Eng- 


Joins Cresset Company 


Robert H. Carmichael, formerly 


with Reilly Electrotype Company, 
New York, has joined the sales 
staff of the Cresset Company, New 
York 


“N. Y. Post’ Names Rosen 


Harry Rosen has been appointed 
local advertising manager of the 
New York Post. He was previously 


in charge of department stores and 


retail accounts 


OPENING DALLAS! 


After July first. Dallas, Texas, will 
be added to the list of cities where 
Cradle Car Service is established. 
An additional rich market in the 
great mother-home field is now 
available to our subscribers. Let 
us tell you more about it. Write 
for details. 


Ie Cradle ( oh Service, Gin 


457 N. Kingshighway St. Louis, Mo. 


Let us send you «a copy of The New York Times Magazine 


... 80 that you may see for yourself some of its new features... that 


assure the close and constant attention of women readers 


families 


countr y. 


York Times Magazine, 
as you know, puts be- 


hind your selling effort the power of the country’s 


all over the — 


HOME, 
+ + + The New 


Some Thoughts on the Ideal Bedroom 


hy MISAN OIERIDAN 


P one were atte te plan and carry cmt 
the stectutely Hien! tedreem, « would 
promeniy he» far ory from wtual exes 


o wet heme toley a oven what 


he Frank Licyd Wright aches of 


oet* nat 


s in 800.000 


Re OA RNC Aare tre 


SWEET HOME 


biggest Sunday 


advertising medium... provides concentration in the world’s bi g- 


gest market for advertised goods, New York, where superlative 


sellin g opportunities demand more intensive coverage * * * U nique 


Che ‘New York Times 


Magazine — 


“——- ee me, 


split-run copy-testing 
facilities areavailable 
—and the cost is low. 
Drop us a note for the 


facts... today! 
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OFFICIAL LABEL 


W/ 


New York Dress 


Institute Issues 
Official Label 


New York, June 17. 
000 campaign to make 
the fashion center of the world got 
under way this week when the New | 
York Dress Institute issued an of-| 
ficial label to 800 dress manufac- | 
turers. 

Destined to be sewn into 78,000,- 
000 dresses 90 per cent of those 
produced in the United States dur- 
ing the 1941-42 season—the label is 
illustrated with a thumbnail sketch 


NEW YORK 
Creation) 


N.Y. DRESS INSTITUTE 


Made under standards of 
1..G.W.U. 


The $1,500,- 
New York | This is the new label which the New 
York Dress Institute estimates will ap- 
pear on more than 78,000,000 dresses 
annually and will identify, after July |, 
the union-made “New York creations.” 


Appoint Howard H. Wilson 


Station KFRO, Longview, Tex., 
has appointed Howard H. Wilson 
Company as national representative. 


ADVERTISING AGE 


Radio Sales Sees Charts Prints Centennial Issue 


Carl Burkland, sales manager of 
Station WCCO, Minneapolis, has 
been showing a series of charts to 
Radio Sales members in Detroit and 
New York depicting the results of 
four major coincidental surveys 
made during the past 10 years. They 
picture changes of the Twin Cities 
stations from an audience stand- 
point. 


Elect Nicodemus 


John C. Nicodemus, publicity 
director of Kennedy's, New England 
chain clothing store, has been elect- 
ed president of the Advertising Club 
of Boston, succeeding Edwin E. Lea- 
son. John A. Smith was named first 
vice-president, Arthur V. Howland, 
treasurer, and Carleton W. Richard- 
son, secretary. 


The Press-Citizen, Iowa City, Ia., 
recently printed its 100th anniver- 
sary edition, 116 pages of Iowa City 
history. Divided into four sections, 
the first tells the history of the 
Press-Citizen; the second reviews 


Iowa City business of a bygone 
era; the third describes modes of 
transportation from 1841 to the 


present, and the fourth section is 
styled on the old-time family 
album, with pictures of Iowa City 
citizens. 


Walter Rice to Reynolds 

Walter L. Rice, former special as- 
sistant to the Attorney-General, has 
resigned from the Department of 
Justice and has been named vice- 
president of Reynolds Metals Com- 
pany, Richmond, Va. 
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Miami Installs Clark 


Bernal Clark, advertising man 
ager of Florida Power and Ligh 
Company, has been installed a 
president of the Miami Advertisin 
Club. Other officers are Ewing Hun 
saker, vice-president; Norman Wis: 
secretary; Fred Mizer, treasurer. 


Name Kalton, Thomas 


D. A. Kalton and A. W. Thom: 
have been named assistants to t! 
sales manager of the constructi 
equipment division of Chain Be 
Company, Milwaukee. 


Opens Own Agency 

Everett D. Biddle, manager of t 
Kane Advertising Agency for t 
past five years, has opened his 0 
agency in the American State Ba 
bldg., Bloomington, I]. 


of the city’s skyline and_ reads: 
“New York Creation. N. Y. Dress 
Institute. Made under standards of 
ILL.G.W.U.” The official label is 
black with white lettering and is 
also being produced with white, 
neutral or beige backgrounds. With 
each label bearing its own serial 
number, distribution will be con- 
trolled to prevent unauthorized use. 

The label is designed not only to 
identify a garment as a product of 
the New York dress industry but 
also to mark its production under 
the standards set up by the New 
York Dress Institute in collabora- 
tion with the International Ladies 
Garment Workers Union. Members 
of the Institute will contribute $1,- 
000,000 annually toward the three- 
year promotion campaign and the 
L.L.G.W.U., $100,000, while the re- 
mainder of the $1,500,000 will be 
made up by accessory, textile and 
other firms which will also share 
the benefits. Advertising in news- 
papers is expected to begin in the 
fall. J. Walter Thompson Company 
is the agency. 


Woman's Service Center 
To Open in Chicago 

A national service center for 
women, to be known as the Wo- 
man’s Service Center, will open in 


Chicago this fall. It will include 
a broadcasting studio, consulting 


offices, laboratories for product 
testing, food research laboratory, 
and clothing, food and art units. 


Plans call for a daily half-hour 
homemaker’s program to be broad- 
cast over station WENR. The direc- 
tor of the center is Jane Tiffany 
Wagner, former director of the 
—_— home economics department of 
a0 Servel, Inc. 


Sponsors William Winter 
Union Oil Company, Los Angeles, 
producer of 76 gasoline and Triton 
motor oil, will sponsor a five-times- 
weekly news commentary by Wil- 
liam Winter over a_ three-station 
Columbia California network. Sta- 
tions KNX, Los Angeles, KSFO, 
aie San Francisco, and KARM, Fresno, 
4 will carry the broadcasts. Lord & 
Thomas, Los Angeles, is the agency. 


Appoints Wales 


Oceanside Hotel, Magnolia, Mass.., 
has appointed Wales Advertising 
Agency, New York, to handle its 
advertising. 


KWKH 


SHREVEPORT 
LOUISIANA 


covers” the 
central southwest 


50,000 WATTS 
CBS 


| A Shreveport Times Station 
= & 

é REPRESENTED BY 

THE BRANHAM COMPANY 


magazine 


*425.683 Listening Families 
CBS Audit-Nighttime Coverage 


But wouldn't 
notions should cost you your full share of one 


O ahead! Overlook a market bigger than 
Cleveland, Baltimore, St. Louis, Boston, 
Pittsburgh, Washington, San Francisco, 
Milwaukee, Buffalo, New Orleans and Minn- 
eapolis added together! 


Disregard the importance of Country Gentle- 
man’s 2,100,000 upper-half families who spend 
more money than is spent at retail by all the 
people in those 11 great cities combined! 


Pass up America’s foremost agricultural 
... Spend all your advertising budget 
in the city magazines. 


After all—it’s your money! 


of today’s richest markets? 


Maybe you’re one of those who think that 


it be a shame if a few false 


urban center outlets? 


Country Gentleman’s 
Collier’s by 185°; 
Life by 283°; 
Companion by 93°; 
by 664°, 
Call’s by 123°;? 


vertised 


farmers are an isolated group... Do you 
know that 93°; of the total U. S. population 
and 87°;, of our farms are within 25 miles—a 
few minutes in the car—of one or more of your 


Maybe you think you've already got this 
market covered by a flock of urban magazines 
... Do you know that outside city limits 


. . Liberty by 373% ... 
. . The Post by 156°, 


.. . The Journal by 100°; 


We submit that unless your product is ad- 
to Country Gentleman’s 2,100,000 


exceeds 


circulation 


. The 
Good Housekeeping 
.. Me- 


upper-half families, you won’t be able to but- 


ton up the top half of America’s market! 
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Elects Vincent Coffin 


Vincent B. Coffin, vice-president 
f Connecticut Mutual Life Insur- 
nce Company, has been elected 
president of the newly-organized 
Sales Manager Club of the Hartford 
Chamber of Commerce. 


Appoint Oswald 


Shallcross Mfg. Company, Col- 
ngdale, Pa., maker of special elec- 
trical testing instruments, has ap- 
pointed Oswald Advertising Agency, 
Philadelphia. W. D. Lindsey is the 
yntact executive. 


Appoints Representative 
“What’s New in Home Econom- 
ss” has appointed’ Blanchard- 

Nichols-Osborn, Atlanta, as South- 

ern representative. 


Ahrens Adds Two 


Glenn Royer, formerly on the 
sales staff of Institutions, with head- 
quarters in Cleveland, has joined 
Ahrens Publishing Company, where 
he will cover the Ohio territory for 
Hotel Management, Restaurant 
Management, and Hotel World Re- 
view. Robert E. Kenyon, Jr., for- 
mer Chicago insurance broker, has 
also joined the Ahrens sales staff 
and will cover the territory west of 
the Mississippi, with headquarters 
in Chicago. 


Frankel to WBYN 


Lou Frankel has been appointed 
director of publicity and sales pro- 
motion for Station WBYN, Brook- 
lyn. He was formerly publicity 
and promotion manager of U. S. 
Travel Bureau, New York. 


Buyers Express 


Preferences for 
Grade-Label Goods 


New York, June 18.—Consumers 
here have registered enthusiastic 


acceptance of the first canned goods 
offered for sale bearing the Agri- 
cultural Marketing Service’s con- 
tinuous inspection and grading la- 
bel, according to Dr. Jessie V. Coles, 
associate professor of education at 
New York University, who recently 
completed a two-week survey in 
cooperation with R. H. Macy & Co., 


and the Department of Agriculture. 

The investigation consisted of in- 
terviews with 300 buyers at the 
point of purchase and 100 question- 
naires returned after the consumers 
had used the products. 

Great confidence was expressed 
in the new government service by 
homemakers, Dr. Coles said, and 97 
per cent of those who purchased the 
foods indicated they liked them 
well enough to buy again. Greater 
uniformity in quality was the fea- 
ture of the continuous 
service most frequently 
consumers. A 


inspection 
lauded by 
basis for judging 


cent of the customers interviewed 
at the store had previously heard 
of graded foods, 95 per cent “gave 
specific evidence of interest in 
knowing more about them,” Dr 
Coles reported. The question most 
often asked concerned differences 
in grades and the effect of grading 
on prices. 


Would Buy Grade B 


Only Grade A foods were avail- 
able at the time of the survey, but 
most of those who bought the top 
quality product said they would 
buy Grades B and C if they were 


quality and getting most value for] available at lower prices, Dr. Coles 


the dollar was the next 


important | continued. 


She added that stimu- 


reason given for consumer prefer-| lation of interest in graded foods 


ence 
Despite the fact that only 30 per 


= 


()}) “WE GET 
LIKE THIS EVERY 
SATURDAY” 


) THE TOP OF THE TOP HALF OF AMERICA 


was indicated by numerous _in- 
quiries regarding the availability of 
such goods in consumers’ local 
stores. 

The survey, conducted by NYU 
students, was the first of many 
planned in cooperation with the 
Agricultural Marketing Service in 
large retail centers throughout the 
country. Dr. Coles referred to the 
initial project as a “pilot test” to 
determine procedure for other sur- 
veys. The students, all members 
| of a class in food buying, explained 
the new inspection service to shop- 
pers, answered questions and made 
a record of buyers’ reactions. 


Vita-Cell to Garfinkel 

Sidney Garfinkel 
Agency, Los Angeles, has been 
appointed by Godissart Products, 
Inc., to handle advertising for Vita- 
Cell, mouth wash and liquid den- 
tifrice. A newspaper test campaign 
will be launched shortly in South- 
ern California. 


Advertising 


To Byer & Bowman 


The Pharis Tire & Rubber 
Company, Newark, O., has ap- 
pointed Byer & Bowmun Advertis- 
ing Agency, Columbus, to handle 
its advertising. Tire and bicycle 
trade journals, direct mail, and 
dealer helps will be used 


Sell “Newsdaily” Assets 


Hartford Newsdaily, Inc., pub- 
lisher of a short-lived tabloid news- 
paper in Hartford, Conn., has been 
granted permission to sell all assets 


of the company to a New York 
group, which reportedly plans to 
operate a printing plant. Sims 


Guckenheimer, representative of 
the purchasers, said the sale price 
was approximately $28,000. 


Four Boost Power 


Four stations of the NBC Red 
network have boosted their power, 
Station WPTF, Raleigh, to 50,000 
watts; KRIS, Corpus Christi, to 


1,000 watts, day and night; WTMJ, 
Milwaukee, to 5,000 watts night and 
day; and WAPO, Chattanooga, from 


1250 to 1,000 watts. WAPO will 
increase daytime power to 5,000 
watts. 
B & B Shifts Lesan 

Rosemary Lesan has joined the 
'radio commercial department of 
Benton & Bowles, New York. She 
has been with the agency since 
1936 in charge of publicity on the 
General Foods pectins account, 


Certo and Sure-Jell 


.»-more than just 
a radio station -- 


a Baltimore 
institution! 


EDWARD PETRY & CO. 
GOING MUTUAL--OCTOBER 1 
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memanemetial 


Voice of the Advertiser 


This department is a reader’s forum. 


The Light Touch 


To the Editor: 
to Yale. 

Chosen (by us here in the agency ) 
most likely to succeed, the adver- 
tisements enclosed appeared as a 
campaign during the spring term 
in the Yale News. 


This copy went 


Our problem was principally one 


of creating recognition and respect 
for the products of our client, La- 
fayette radio. The number of Yale 
students familiar with the Lafay- 
ette name in radio and photography, 
before the advertising appeared, 
could probably be counted on the 
fingers of two hands. 

The advertising accomplished its 
purpose. So successfully, in fact, 
that a new and larger campaign is 
planned in several college 
this fall. I think the copy approach 
might interest your readers. 

We are wondering now whether 
the enthusiasm with which this style 
of copy was received is necessarily 
confined to the college campus 

Rospert A. Burns, 
Reiss Advertising, New York. 


papers 


v v v 


Genuine Art Values 
Vs. Sexhibition 


To the Editor: This week’s Time 
reports the “Sexhibition” sponsored 
by New York's Guild Artists Bureau 
wherein Harvey T. Dunn wins all 
five awards which were: 1. Best 
company on a desert island. 2. 
Best company on a desert. 3. Best 
company. 4. Best. 5. Whew!!! 


TEASERS 


eeeeeeeeeee 066002866086 
But who ; 
wants to You might make 
save money? photography 
a career, 
my eye! 


This is all 
you get for *275° 


- 


ACRO with f:3.5 lens 
only $9.98 


eaTaten ts pmee 


LOOK... LAFAYETTE 


is all over the place! 


LOOK ... LAFAYETTE 


is all over the place! 


ew oer 100 STH AVENUE 

80510" 110 FEDERAL STREET tw Yom 100 SETH AVENUE 

mana | | 90 O8 161m STREET bOsTO8 100 FEDERAL STREET 

waren) 24 CENTRAL AVENUE mmaKA | | 90.08 166TH sTRetT 

AiO CHAGO ML ATLANTA GA warn) 24 CENTRAL AVENUE 
MSO CHM AEO AL aruanta 64 


LAFAYETTE 


LAFAYETTE 


These single column advertisements build 
collegiate interest in Lafayette radios 
and cameras by plenty of joshing and 
catch headlines. Yale students caught on. 


This is another of those damnable | 


cheap affairs which contributes its 
part in keeping advertising out of 
the professional standing while see- 
ing that it remains, in the eyes of 
others, a cheap trade. When in 
Heaven’s name may we who wish 
to see advertising take its just place 
among decent professions see these 
present low-minded sexologists re- 
placed by high-minded — psychol- 
ogists? Are those advertising execu- 
tives who now run the 
entirely without pride? Are they 
so devoid of genuine love of country 
that they give not a damn whether 
decency prevails or not, now or! 
ever? Are we always going to have 
artists like Harvey Dunn (who can 
paint beautifully) catering to this 


low mind instead of seeing them in| 


Hell for the sake of his children, 
his children’s children and thou- 
sands more in the future who should 
be enabled to look upon this gener- 
ation of advertising participants as 
being more than perpetuators of 
degeneracy? 

Please don’t misunderstand me. I 
am no prude. But there are two 
sides to sex 
two intelligent look upon 
themselves as being mated spirit- 
ually as well as sexually, the other 


persons 


is that side assumed by those who} 


agencies | 


One is the side where | 


tific I represent many thousands 
of others who would see America 
| grow culturally through the use of 
design, good color and good art in 
advertising. It wouldn't cost a dime 
more and certainly would bring as 
|} much in results, perhaps more. 

The Associated American Artists 
of New York have sixty-six of the 
best artists in America (Grant 
Wood, Thomas Benton, Robert 
Brackman, John Curry) ready and 
willing to go to work at any time 
| for advertising. Chicago's Art 
Center has a membership of the best 
typrographic designers in America 
Jetween these two groups an adver- 


tisement could be produced which 
would increase the function of the 
page many fold. It would, at the 
ame time, bring to America’s read- 
ing public more, much more than 
just another sales promotion piece 
The advertiser would be giving 
something of genuine value to his 
country, while at the time 
taking his just profit 

Or are we to continue to have 
Sexhibitions such as that promoted 
by Mr. Baker’ 


same 


DALE NICHOLS, 
Karcher Hotel, Waukegan, III. 
i 
*Althougkh invited to be a member 
f this group T chose te work alone 


concentrate the whole process upon | 


the lower extremity of the anatomy 
It is the latter type which appa- 
rently controls today’s advertising 
and with advertising being one of 
the most widely used forms of com- 
munication, may God help America 
Last Saturday evening I attended 
an affair at Art Center, Chicago 
One of the features of the evening 
was a play which was put on by 
artist members which included 
number of members of Chicago 
Free Lance Artists’ Guild. The en- 
tire theme of the play was to show 
an art job being held up by various 
artists who trying to 
rape a model. God knows that this 
is a true picture of the average com- 
mercial art studio in Chicago I 
didn't catch the purpose of the play 
but it most certainly contributed 
nothing to the standing of the com- 
mercial artist in And 
inasmuch as the commercial artist 


were each 


Chicago 


in Chicago is a creation of Chicago 
advertising agencies and the schools 
which cater to them, this perform- 
ance was a clear picture of how 
damnably dirty a dirty trade can be 

I look upon advertising as a most 
beneficial form of communication. I 


want it clean. I also want it scien- 


>. 


The Phillips Family 

To the Editor: Re “They 
}Can't Wait,” in Ad-libbing, 
TISING AGE for May 19 

It’s perfectly obvious that the 
photograph shows the Phillips 
family. Ever been around an agency 
office when the first “spot announce- 
ment’ was due to assault the ears? 

H. E. RIecer, 
Distributors of 
, Chicago. 


Just 
ADVER- 


Advertising 
America, Inc 


v v ’ 


The Facts of Life 


To the Editor: I know nothing 
about the Phillips Packing Company 
of Cambridge, Md., and I know 
nothing about the = advertising 
agency that serves it, but I certainly 
think the wise-cracking criticism of 
the Phillips illustration in your “Ad- 
Libbing”™” column for May 19 is ex- 
ceedingly stupid 

May I suggest that writers in ad- 
vertising trade papers are also sup- 
posed to know something of the 
facts of life, and that occasionally 
we advertising men wonder whether 


some do believe “the stork brings 


Letters are welcome. 


ADVERTISING AGE 


babies.” By what peculiar quirk of 
reasoning did your “Ad Libbing” 
editorial writer assume that the 
family pictured was going into ec- 
stasies over the commercial coming 
from the radio? 

Does it take any stretch of imagi- 
nation to picture your family, or any 
other family, listening with keen 
interest to a radio program, and 
while in that condition of alert at- 
tention receiving the Phillips com- 
mercial, or some other commercial? 
To imply that while listeners sit on 
the edge of their chairs intent on a 
radio program they may not hear 
the commercial that comes over the 
air—Mr., Pul-leeze! 

ALvIn LONG, 

Long Advertising Service, San 

Jose, Cal. 


v v v 
Permission Granted 
To the Editor: May we have 


permission to reprint the item in 
the Ad-Libbing column of May 19, 
“They Just Can’t Wait’? 
A. L. KAPLAN, 
Dis-Play-Well, Inc., New York. 


Aids Defense Bonds 


To the Editor: A short time ago it 
came to my attention that one of the 
national advertisers offered radio 
time to help sell U. S. Government 
Defense Bonds. 

It is my opinion that the action of 
one of our local advertisers in St. 
Louis offering his street car dash 
space without charge to the govern- 
ment for this same purpose is 
worthy of attention. It might also 
give other advertisers in other cities 
an idea as to how they might help 
this cause along. 

For several years, E. J. Wallace, 
president of the Wallace Coal Com- 
pany, has been using outside dashes 
on the street cars and buses in the 
Greater St. Louis area to help sell 
more coal, and as this form of ad- 
vertising had been producing re- 
sults, he reasoned that it would sell 
Defense Bonds. Following up on 
this reasoning, Mr. Wallace offered 
the use of his space at no charge to 
the government. 

Postmaster General Jackson ac- 
cepted Mr. Wallace’s generous offer 
and complimented him on his patri- 
otism and desire to assist in the 
emergency. Posters suitable for use 
as street car dashes can be obtained 
in most cities through local post 
offices. 

During the last World War, Mr. 
Wallace recalled, St. Louis was first 


June 23, 1941 


“Over the Top” with Liberty Bond 
and hopes that his action will caus: 


other St. Louis advertisers to get be- 


hind the Defense Bonds so that S: 
Louis will again be first in over-su! 
scribing its quota. 

It will be recalled that street c 
dash advertising played an impor! 
ant part in the successful politic 
campaign to “Smash Boss Rule 
St. Louis.” 

W. H. Loomis, Jr., President, 
Loomis Advertising Company, 
Kansas City, Mo. 

v v v 


A Chinese Faux Pas 

To the Editor: Your issue of Ap 
28 carried a reproduction of F. 
Huyck & Sons’ recent advertisi: 

Not being very well versed in t 
technical features of layout, no1 
the policy of this establishment, 
can only say, “How come that t 
Chinese characters in the copy 
set upside down?” Did the co} 
writer purposely place these ch: 
acters upside down for emphasis 
did his unfamiliarity of the Chin 
language unavoidably cause t 
“faux pas.” 

I am sending you this little n 


just in case you care to call the «t- 


tention of the 
Lynn Sumner 
York. 


copywriter at G 


HARRY S. ToMITA, 
Honolulu, Hawai! 


.— 


Company in New 


Portrait of a GOOD Newspaper 
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Edited by 


Getting Power from 
the Wind 

Attracting considerable interest 
in the power generating field at the 
present time is the construction of 
a 1,000-kw. wind turbine plant on 
Grandpa’s Knob near Rutland, Vt. 
It will serve as a research labora- 
tory to determine whether large- 
scale power generation from the 
wind is economically possible, and 
is expected to be placed in opera- 
tion this month. A detailed account 
of the project with illustrations 
appears in the June issue of Power. 

Built at a cost of several hundred 
thousand dollars, the power plant 
resembles a huge two-blade wind- 
mill with a blade spread of 175 
feet. The mechanism is supported 
by a 110-foot tower anchored into 
the mountain by a heavy steel and 
concrete foundation. The idea was 
developed by Palmer Cosseltt Put- 
nam, a Boston engineer, and the 
installation will tie into the power 
system of the Central Vermont 


Public Service Corporation. Con- 
trol of the station will be entirely 
automatic, using very much the 
same equipment as in automatic 


hydro electric plants; starting and 
stopping of the unit will be by wind 
velocity. 

Wind power plants like this one, 


the article points out, must always 
operate in parallel with another 
source of power, such as_ water 
power plant with storage, or a 
steam plant. They will probably 


be built in comparatively small 
units Even though the output of 
a wind power plant may vary from 
zero to its full capacity, depending 
on the wind, the kilowatt hours it 


can generate in any one year are 
more constant than most water 
power plants, because water flow 


from any one area, like 


widely during a year. 


Check Needed on 
Consumer Credit 


From the point of view of sound 
economics, looking to future condi- 
tions as well as the present, there 

ould be an earnest attempt made 

check the unhealthy growth of 
onsumer credit during this critical 
period, asserts William G. Sutcliffe. 
director of the graduate division of 
the Boston University College of 
Business Administration, writing in 
Banking for June. If we agree, he 

ys, that this defense productivity 

ll some day cease, and it may 
cease abruptly, it takes little imagi- 
nation to see what will happen if 
we allow, at this time, a double 
demand on our productive capacity 

i demand for defense goods cou- 
pled with an expanding consumer 
goods market. Curtail defense and 
then you have not only a tremen- 
dous government debt, but also a 
consumption debt which 


wind, 


requires 


The Business Digest 


Significant Developments in Trade cnd Industry as 
Reported by the Business Press 


RALPH O. McGRAW 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


repayment, he asserts. In the mean- 
time, the productive capacity has 
been geared up to artificial heights 
with the result that the next de- 
pression will indeed plumb depths 
unknown. 


Must Exercise Control 


Unless curbed, the writer points 
out, we may find the gainfully 
employed attempting to increase 
their indebtedness for the purchase 
of radios, automobiles, and other 


durable goods under the illusion 
that their wages will continue to 
increase, whereas cOmmon sense 
tells them that the tempo of the 
present defense program can not 
continue indefinitely. Unless con- 
siderable self-control is exercised 
both by business and consumers, 
there may start a spiral of higher 
prices which will contribute to 
unhealthy inflation, with 
quent depression. 

On the other hand, if during this 
artificial stimulation the income re- 
cipients are urged to conserve on 
their spending and make for sav- 
ings, then these savings may be 
utilized to develop the demand for 
consumers’ goods which would take 
up some of the slack in the read- 
justment period. 


subse- 


Sets Up New Division 
Jantzen Knitting Mills has estab- 
lished a new division for manufac- 
turing an all-year-’round line of 
women’s sweaters in its plant at 
Portland, Ore. C. R. Zentbauer is 
the head of the new sweater divi- 
sion, and G. Robert Dodson is sales 
manager. A national advertising 
campaign for the promotion of the 
new division will be handled by 
Botsford, Constantine & Gardner. 


Agency Named by Two 
Klutch Company, Elmira, N. Y., 

has named Atherton & Currier, New 

York, to direct advertising for its 


Klutch adhesive dental powder. 
Robert Wayman, Bayside, Long 
Island, horticulturist, has _ also 


named this agency to direct a news- 
paper and magazine campaign. 


“American Girl” Boosts 
Advertising Rates 


The American Girl has issued a 
new rate card, No. 18, announcing 
an advance in rates effective with 
the January, 1942, issue. The price 
of a full page, single insertion, 
will be $725, as compared with $642 
on the present schedule. The new 
card shows 200,000 net paid circu- 
lation guaranteed, as compared with 
the present 180,000. 


To Yankee-Colonial 

Cedric W. Foster, manager of 
Station WTHT, broadcasting divi- 
sion of the Hartford Times, will 
join the executive staff of the Yan- 
kee-Colonial network at Boston, 
effective June 23. He has directed 
WTHT activities since the station 
first went on the air in 1936. 


WHET THEIR 


APPETITES 


WITH GOOD ADVERTISING 


Attractive sales literature opens doors and sells 
goods of every description to persons of every 
age and circumstance. The public unconscious- 
ly judges your product by your own regard 
for it, as evidenced by the quality of printing 
you buy, and the grade of paper that carries 
your message. Leading advertisers know this: 
they design good material, choose competent 
printers, and specify Champion paper. There's 


a grade for every need — coated and uncoated 


ON 
LOV2 


hook, offset, posteard, cover, envelope, and 


cardboard. Tell your story on Champion pa- 


per... make folks hungry to buy from you. 


MILLS AT HAMILTON, OHIO... CANTON, N.C... 


and Tablet Writing . 


. « Over 1,500,000 Pounds a Day 


. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


District Sales Offices: NEW YORK + CHICAGO + PHILADELPHIA + CLEVELAND + BOSTON + ST. LOUIS + CINCINNATI + ATLANTA 
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Ordnance and Aircraft Work 


Paces Defense in St. Louis 


the War and Navy Departments 
this district, covering Arkansas a 
parts of Missouri, Illinois, India; 
Kentucky, Tennessee and M 
sissippi, from June 1, 1940 to Ma: 
|/31, 1941 amounted to $512,525,7 
This is exclusive of awards for fue} 
and foodstuffs and does not inclu je 
any awards with gross value of | 


used as a permanent Army medical 
supply depot, the largest in the 
country. 


Ammunition Made 


Within the city of St. Louis there 
is now in process of construction a 
small arms ammunition plant, the | 
St. Louis Ordnance Works. Build- | 


More Than Half Billion! ing contract amounts to $11,819,000 |than $50,000. This figure his 
- O d G SCHOOL OPERATES ON 24-HOUR BASIS while an additional $18,000,000 has | greatly increased since this rep rt 
in raers oes Into | been contracted by the government | was compiled, the board says. 
Surrounding Area for equipment and management Although the greatest  stric es 
services. Within the past few days | relatively are in output of defe: se 
i Bein See 16 St. Louis | additional building and equipment | Products, where in many cases p )- 


had barely rid itself of the smoke jto cost $58,850,000 have been/duction is fast reaching the p; 


evil and taken a few deep breaths _authorized, raising the number of of capacity ete rset — . 
before it became breathless again jemployes at the completed plant | ans — phage _ i. agile 
with the rush of carrying out its | | from 10,000 to 24,000. The plant | peacetime pom, —_ po toc . 
part in the national defense pro- will be operated by the United | Shoes. — - _ i 
gram. Daily fresh air and daily | States Cartridge Company, a sub- yr penta gon prea stm 
fresh government contracts have |sidiary of the Western Cartridge a, a ee ee 
given upward curves to business ‘Company of Alton, Ill., which has | Year ago. ; 
charts and men’s smiles. | already been awarded contracts for | The big spurt in productio. 
The Missouri State Employment | |more than $87,000,000. (Alton is | electrical supplies continued wit 
; included in the St. Louis metro-| gain in April of 6 per cent « 


Service reports employment for | 
more than 5,300 persons in the de- | 
fense industries alone during the | 
month of May. This is the high- | é alll 
est month in the history of this as- 8 es . 


March and 56 per cent over a y a: 
jago. Another classification fo g- 
jing ahead is automotive supp) es, 
with a gain of 40 per cent for A) yj] 
as against 26 per cent for Marc 


politan area). 


FE ink i 
itt 


Nigh? classes for students seeking vocational training in defense industries keep 
Hadley Technical High School as busy as any manufacturing plant in St. Louis. 
More than 900 students are enrolled in these courses at Hadley alone. 


Other Construction 


i. 
’ 


~ 


Monsanto Chemical Company is 
building a $2,500,000 plant on the | 
Illinois side of the Mississippi, 
whose output will be restricted to 
military chemicals. McDonnell Air- 
craft Corporation, with a defense 
plant corporation loan of $497,000 


ers 


ow ng 
aS 


sociation and June will total more . 


~- 


than 6,000, according to present 
figures. It is estimated that more 
than 2,500 jobs have been created 
to date on defense program projects 
and the completion of seven strictly 


Substantial Increases Shown 


Machinery, equipment and 
|plies in April moved out to the 
| trade in an amount 8 per cent | et- 
lter than March and 39 


military plants in the St. Louis | tract for a TNT and DNT plant at 000,000 when the above figures|to cover cost of new building fa- | per cent 
metropolitan area will alone create | Weldon Springs, 25 miles west of were computed, and since has been | cilities, while holding no direct con- | above a year ago. Sales of groce:ies 
more than 46,000 new jobs within | 5t- Louis, to be known as the Wel- awarded an additional contract tracts, is estimated to have more | were 18 per cent above a year go; 
the next 12 months. What the em-|@0n Springs Ordnance Works. <A |amounting to $31,904,381. than $5,000,000 in orders to date | hardware 22 per cent; tobacco nd 
ployment figures for the more than | t’act of more than 17,000 acres has This week it was announced that for airplane parts for manufactur- | products, 9 per cent; dry goods, 42 
150 firms participating directly in been purchased and a $31,325,000 | the biggest gun turret manufactur-| ers under direct contract. Busch | per cent; drugs and chemicals. 14 
St. Louis’ national defense effort | construction contract has been | ing plant in the world, a $10,000,000 Sulzer Brothers Diesel Engine Com- | per cent; furniture, 20 per cent: 
will be are at this time unde- | awarded With 14 powder lines project which will employ 5,000) pany, now building an addition to | total of all lines, 33 per cent ove: 
terminable and practically unesti- | Planned it is estimated 2,200 jobs men, is being planned as an addi-|its plant, holds Navy contracts |a year ago. 
mable. will be created. tion to the Emerson Electric Com-_ totaling over $15,000,000. The Mc- The St. Louis Chamber of Com- 
Curtiss - Wright Corporation, St. pany plant. The War Department Quay - Norris Ordnance Division,| merce has prepared an analys 
Many Military Plants Louis Airplane Division, at Lam- | has already issued a letter of in- Inc. plant is now under construc- | defense contracts and award 
Skilled labor is scarce. There is | bert-St. Louis Municipal Airport, is| tent to Emerson, guaranteeing it tion. Construction and operation | the St. Louis area as follows 
a particular demand for mechanical | now constructing a $14,000,000 plant against loss in the expenditure of | contracts already allotted total $4,- oa ~~ . 
engineers and draftsmen. Wages | for the assembly of airplanes and | $1,000,000 for tools, cimaaes and | 416,000, and over 1,000 men_ will DEFENSE CONTRACTS AND 
have increased in the industrial|spare parts. Thirty-six hundred material. be employed. AWARDS IN THE ST. LOUIS 
field from 25 to 50 per cent with | workers are employed and approxi- The War Department has also AREA 
weekly wages averaging $40 to $70! mately 12,000 will be employed signed an option to purchase the Totals Half a Billion June, 1940-May 8, 1941 
and_ skilled laborers earning as after the new plant is in full op- | 20-story Mart Bldg., now about 40; The St. Louis Federal Reserve | Ammunition and ammu- 
much as $25 to $40 per day. eration. This company had gov-| per cent occupied by the Quarter-| Board in its latest monthly report nition components. . .$122,350.747 
The Army has awarded a con- ernment orders in excess of $70,-| master Corps. The building will be| says that contract awards made by (Continued on Page 22) 


PAYROLLS HAVE EARS 


NPRECEDENTED industrial activity is today captures the radio audience — mornings, after- 


making St. Louis one of the fastest grow- noons and evenings. Every survey confirms 


ing payroll cities in the Middle West. In terms this fact; every Campaign proves it. 


of people, cach payroll is another group of _ 
Heightened industrial activity can only result 


families. And every family with money to A 
. on fas iy in increased returns for advertisers. KMOX 
spend is another unit in the KMOX audience. 

can start a spot campaign rolling with light- 


a, 


For KMOX isin tune with the entire St. Louis ning speed. Here are proven programs and 


Market, and the entire St. Louis Market tunes to local favorites—ready to work for you. All 


KMOX No other station here so completely that’s really needed is your “go ahead.” 


For rates, program suggestions, time availabilities, etc., call Radio Sales or... 


MOK 


THE VOICE OF ST.LOUIS 


50,000 WATTS. OWNED AND OPERATED 
BY THE COLUMBIA BROADCASTING SYSTEM. 
REPRESENTED BY RADIO SALES. 
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l june 23, 1941 ADVERTISING AGE 


|| More than °S00,000,000 


: worth of Defense Orders Come to St.Louis 


More Than 30,000 New Jobs 
4 With Weekly Wages Ranging Up to $70 


Added industrial activity with Flood lights and thousands of 


i increased prosperity has come to workers over hundreds of acres 
are rushing vast construction jobs 


. St. Louis with more than a half- 


nt on 2 ” to completion so that many more 
es billion dollars in primary defense . . 
. thousands quickly may move in 


a orders and hundreds of thousands — on 3-shift production schedules. 


14 more in secondary commitments. ; ; 
nt; Where industry hums with such 


Factory windows blaze with light greatly increased activity, pay- 


rolls become colossal, buying 


and motors purr with power as activity shows multiplied velocity 


three shifts of workers keep pro- -and advertising brings greater 


duction going 24 hours a day. returns to the advertiser. 


i Reflecting the increased prosperity of the St. Louis Area the Post-Dispatch Sunday Circula- 
tion has reached a NEW eleven-year HIGH. The Daily Circulation is an ALL-TIME HIGH. 


JUSAU! 247Ucb 


SUNDAY CIRCULATION DAILY CIRCULATION 


Audit Bureau of Circulations Figures for Six Months Ending March 31, 1941 


e 
First in First in First in First in a 
Total Circulation City Zone Circulation Total Advertising Retail Advertising 
(Daily or Sunday) (Daily or Sunday) 
First in First in First in 
General Advertising Classified Advertising Automotive Advertising 
ST.LOUIS POST-DISPATCH 
e 
NEW YORK OFFICE—521 Fifth Avenue CHICAGO OFFICE—Tribune Tower 
Joseph V. Ambrose, Manager P. L. Henriquez, Manager 


Phone: Mohawk 4-5237—4-5238 Phone: Superior 7161—7162 
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ADVERTISING AGE 


June 23, 194) 


include 
radio school, 
boiler house 
tion for 
ation 


area cold storage rooms, a 
officers’ quarters and 
at Scott Field; excava- 
the new naval reserve avi- 
base at Lambert Field; offi- 
cers’ headquarters at Robertson, 
Mo.; construction at Camp Robin- 
son in Arkansas; construction in the 
Panama Cana! Zone; construction at 
Fort Mason, Cal.; housing at Jeffer- 
son Barracks; tile drains at Lambert 


Ordnance, Aircraft 
Work Pace Defense 
in St. Louis 


(Continued from Page 20) 


Field; a bomber assembly plant at 

Aircraft and aircraft - Kansas City, Kans.; an addition to 

parts $ 85,990,851 the aval reserve ar ‘vy at Li ne 
: zs he naval reserve armory a am 
a cage Pc tigedl - = ~ oa bert Field; and recreation buildings 

oluning, llorms, eCtlc.. é F Lh. i » 
Machinery and tools 17.317 781 at Chanute Field, Rantoul, Il. 
Housing facilities, tents, Shoe Business Good 

ete. 2,942,917 St. Louis ranks first in the United 
Construction materials . 568,402 States in the manufacture of shoes 
Kitchen and baking und men’s caps. Marching men 

equipment 390,141 mean marching feet and St. Louis 
Hospital equipment . 376,803 has received government contracts 
Chemicals and drugs 281,892 for shoes and leather boots totaling 
Packaging materials 65,514 spproximately $14,000,000, with In- 
Athletic equipment 39,369 ternational Shoe Company holding 
Miscellaneous 844,557 orders for $9,012,429; Brown Shoe 


Company, $4,597,709; Belleville 


.$339,523,161 


Total... Shoe Mfg. Company, $291,330; and 
The spread of this money through Western Shoe Last Company, 
many kinds of industries, and $32,500. 
through all sizes of plants, present Hat and cap awards are listed as 
a convincing picture of the diversi- follows: Correct Cap Company, 
fication of St. Louis industry. £129,872: International Hat Com- 


helmets), $112,014; The 
Cap Company (denim hats, 
caps), $61,150; Mound City 
Mfg. Company (field caps), 


pany (fiber 
Morose 
field 
Cap 


In addition to the seven major 
military projects under construction, 
other construction jobs awarded 
local companies in the St. Louis 


CONSTRUCTION RUSHED ON SMALL ARMS PLANT IN ST. LOUIS 


ris mee 


Hundreds of lights are strung out over the plant site of the U. S. Cartridge Works as work is rushed at night, as well « 
the construction of four large manufacturing buildings. 


daytime, on 


$60,595; Premium Cap Company, 
$834,886; Shapely Cap Company, 
$111,161; Society Brand Hat Com- 
pany, $278,396; Union Cap Com- 
pany, $73,781. 

Another first for St. Louis is in 
the manufacture of electric motors. 


Government contracts have been 


GRENNAN BAKERIES 


WAY TO TAP IT— 


Bakeries 


advertised 


KW k. 


Crrennan 


Cakes exclusively on 


As a result, George L. I 


auger, 


exceeding by 50°, that 


Due to the special character of 


- present market conditions in St. 


Get costs and other details on 


fire. quick response KWEK\ feature. 


* e 


CONFIRMS ST. LOUIS AS 
BOOMTOWN MARKET AND 
DISCLOSES ONE GOOD 


Kor the week preceding Father's Day. 
Father's Day 

One-minute 
announcements were used on Myron J. Ben- 
nett’s two daily variety participating shows. 
ay, Grennan Man- 
reported that the sale of Father's Day 
Cakes was the largest in Grennan history, 
of any previous year 
the mer- 
chandise and the immediate check of its sale, 
lay said that it was possible to attribute the 
increase directly to the Bennett programs and 


Louis. 


this sure- 


ahs st REPRESENTED 


BY RAYMER 


awarded to Wagner Electric Com- 
pany (transformers), $32,980; 
Emerson Electric Company (artil- 
lery ammunition components and 
ceiling fans), $894,605; Carter Car- 
buretor Corporation (artillery am- 
munition components), $1,335,535. 


Military Posts Help 


St. Louis is also feeling the influx 
of trade from military establish- 
ments in its area. The largest mili- 
tary installation in the immediate 
St. Louis area is Scott Field, the 
Army Air Corps technical school for 
communications and radio training. 
Some _ $10,000,000 has been ex- 
pended on this field where 8,000 
officers and men are now quartered. 
(Additional large expenditures are 
in process for new housing units to 
take care of additional personnel.) 

Jefferson Barracks, one of the 
oldest military posts in the country, 
and located on the southern boun- 
dary of St. Louis, is now the Army 
Air Corps induction center and has 
just recently been designated as an 
infantry recruit reception center for 
the seventh corps area. A $5,000,000 
building program has been an- 
nounced to provide quarters for 
many more than the 5,000 men now 
quartered there. This number will 
probably be doubled. 

Other permanent military instal- 
lations in St. Louis include the St. 
Louis Medical Depot and the Naval 
Reserve Aviation Base now being 
constructed at a cost of $900,000 at 
Lambert-St. Louis municipal air- 
port. 

Approximately 100 miles from St. 
Louis is Fort Leonard Wood, near 
Rolla, Mo. The Army is spending 
some $28,000,000 to erect a perma- 
nent training center for the seventh 
corps area here, having purchased 
more than 91,000 acres of land. 
Facilities are now being constructed 
to provide for 62,000 officers and 
enlisted men. It is estimated that 
the food bill alone for the men in 
these camps will amount to $36,000 
per day when they have reached 
their capacity of 90,000 officers and 
men. 

The roads between St. Louis and 
these camps are jammed with traf- 
fic; filling stations, eating places, re- 
sorts and stores of all kinds spring 
out of the night to dot these road- 
sides, and a surprisingly large num- 
ber are built for permanent use. 


Residential Construction Booms 


According to Dodge Reports, a 
four-month analysis of home con- 
struction in the St. Louis-East St. 


Louis metropolitan area totals $14,- 
629,000. This is a substantial in- 
crease over $7,775,000 for the com- 
parable period in 1940. 

Privately owned construction of 
residences in the area during the 
first four months of 1941 was ap- 
proximately $9,000,000 over the 
total for the public projects in the 
Same period. The materials and 
labor contracts for private work 
totaled $18,530,000 for a 44 per cent 
increase over the corresponding 
period last year. 

Public construction contracts for 
homes totaled $9,772,000 for the 
first four months, a 76 per cent in- 
crease over the same period last 
year. 


Radio stations in St. Louis. 


espe- 


cially the four network statio: 

KMOX, KSD, KWK, and KX0OK, 
look forward to one of the best 
years in their history, while WIL, 
WEW and WTMB, independent sta- 
|tions, also expect a boom year 
Newspaper linage shows no start- 
ling trend, as yet, although classi- 
fied advertising in the three loca] 
papers—Post Dispatch, Globe-Dem- 
ocrat and Star Times—is up sub- 
stantially and circulations are also 
climbing. Al Fresco and Genera! 
Outdoor Advertising, the local « 
door plants, and Loomis Advertis- 
ing Company, transportation adver- 
tising, also report an_ optimistic 
outlook. 

Department store sales in the 
eighth Federal Reserve district in- 
creased 25 per cent in April ove 
last year; local street car and bus 
transportation systems carried 123 
per cent more passengers; post of- 
fice receipts are up 6.5 per cent: 
local phone calls increased 7.5 per 
cent; electric power production 
up 9.6 per cent and gas production 
10.9 per cent. As far as industrial 
electricity is concerned, Union 
Electric Company of Missouri show 
a 13 per cent increase over last y 
for 125 identical customers. 


Much Diversification 
St. Louis money, due to defens 
contracts, is reaching into all 
| groups. Many of the contracts are 
not large but the variety of 
tries in St. Louis will spread the 
boom to diversified groups 


IndauUs- 


people. A few striking example 

how far-reaching these contracts 

actually are is shown in some 

the smaller contracts, such as 

Alton Box Board Companys 
(target sheets) $ 

A. S. Aloe Co. (operatins 
tables, laboratory supplies) 

Cupples Company (manila 
rope) ; ; 

Kisenstadt Mfe. (Co. (cap gat 
rison nstgeniad 

Hermann Oak Leather (« 
(harness leather)... 

Industrial Aid for the Blind 
(pillow eases) 

Lammert Furniture Co. Coffice 
desks and tables) 


(— +) 


AL FRESCO 
POSTING SERVICE 
for coverage of the 
ST. LOUIS MARKET 


Comprehensive pattern 
for entire metropolitan 
area. 


EFFICIENT MAINTENANCE 


Members Trafic Audit Bur 


AL FRESCO ADVERTISING CO. 


ST. LOUIS, MO. 
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ADVERTISING AGE 


Salt Works (regen- 
4 ee $ 134 
Marsh Stencil Mas 
Belleville, Ill. (stencil cut- 
ting machines) 13.3% 
National Lead 
dry pigment, lead) 240 
pet Milk Co. (evaporated milk) 163,810 
Royal Bedding Co. (mattresses) 135,100 
Embroidery Co 
insignia-chevrons) 25,445 
Furniture Workers 
Association (kitchen tables) Has 
Shell Oil Co (fuel oil 
line) 


rating 


hine Co 


(lacquer, 


s'. Louis 
sleeve 


Ss Louis 


24-Hour School 


Both public and private schools 
are offering a range of courses 
adapted to apply primarily to jobs 
in this area’s industries. Hadley 
Technical High School is now op- 
erating on a 24-hour basis with an 
enrollment of more than 900 stu- 
dents learning several types of 
welding, sheet metal fabrication, 
riveting, general machine shop 
practice and machine operation and 
the numerous other subjects needed 
for defense work. 

In the private school division, 
there are ten institutions in this 
area now training nearly 4,500 stu- 
dents along similar lines. Parks 
Air College, Brayton Flying Serv- 
ice, The St. Louis School of Aero- 
nautics and Robertson '§ Aijrcraft 
Corporation report an_ increasing 
and substantial number of students 
who are being trained as pilots and 
as mechanics. Defense engineer- 
ing courses are being given at 
Washington University, funds hav- 
ing been appropriated by Congress 
for this purpose. Both Washington 
and Jefferson colleges are also par- 
ticipating in the Civil Aeronautics 
Board’s civilian pilot training pro- 
gram. 


“Look” Names Mayers 
Eastern Ad Manager 


Warren T. Mayers has been ap- 
pointed Eastern advertising man- 
ager of Look, thus completing the 
magazine’s sales reorganization. 
Mr. Mayers has served with several 
national magazines as well as in 
the trade publication field. 

In addition to Mr. Mayers, whose 
headquarters will be in New York, 
Look district advertising managers 

re follows: Chicago, Fred 
Bauer; Detroit, William Mattimore; 
Los Angeles, C. H. Hornburg, Jr. 


Re-elects Gillette 

Leslie S. Gillette, Chicago Pneu- 
matic Tool Company, was re-elected 
president of the New York Sales 
Managers’ Club at the celebration 
of the club’s 25th anniversary at 
Winged Foot Club, Mamaroneck, 
a 2 


To N. Y. Subways 


Donald E. Curran, formerly on 
the sales staff of The American 
Weekly, New York, has joined the 
staff of New York Subways Adver- 
tising Company. 


“SHE BUYS WHAT SHE WANTS 
WHEN SHE WANTS IT...” 


@ in the important, active self- 


service market, women shoppers 
select and buy without the in- 
fluence of special displays or store 
personnel. 


® Each week 1,400,000 copies of 
The Family Circle are distributed 
among these brand-buying 
women customers of self-service 
stores. 

® This is a big market. This is an 
active, expanding market. This is 
a market where consumer adver- 
tising gets maximum results. 


THE FAMILY CIRCLE 


E New York - Chicogo - San Francisco 


ea 


NIGHT SHIFT SPEEDS DEFENSE OUTPUT 


Workers at the Lehmann Machine Company, St. Louis, on both day and night 
shift, add their contributions to the nation's steadily advancing defense manu- 
facturing program. 


‘Save Gasoline’ 
Plea of Esso Spot 
Announcements 


New York, June 18.—Esso Mar- 
keters is tying in pleas for gas con- 
servation with its current newscasts, 
in a unique move which puts the 
company in the position of recom- 
mending a reduction in the con- 
sumption of a product which it ad- 
vertises. 


Announcement copy is. slanted 
toward “neighborliness” and “shar- 
ing,’ and is directed to Sunday 


church attendees and to housewives 
preparing to drive the children to 
school. One commercial in the 
series reads: “Before you start for 
church today, first make a phone 
call. Ask a friend or someone liv- 
ing down the block to drive with 
you. Marketers suggest that 
you do this and turn the threatened 
gasoline emergency into an oppor- 
tunity. Renew the habit of being 
a good neighbor, and bring friend- 
liness back into fashion. As well, 
you'll be making car do the 
work of two—and that saves gaso- 
line. With tankers called into na- 
tional defense service under the di- 
rection of the Maritime Commission, 
it’s every citizen's obligation to help 
relieve the restricted gasoline sup- 
ply. Start to save now.” 

Another announcement has this to 


Ess¢ ) 


one 


say: .“‘Mothers who drive children 
to school—here’s a message to you 
from Esso Marketers. See if you 


can't arrange to take the neighbors’ 


youngsters, too. Then on other 
mornings, turn about Make one 
car do the work of several. As you 


know, the normal supply of petro- 
leum products to the Eastern states 
has been interrupted by the diver- 
sion of oil tankers, many of which 
have been called into national de- 
fense service under the direction of 
the Maritime Commission. Start a 
neighborhood movement to club to- 
gether in carrying the children to 
school, and save gasoline.” 


Forms Own Company 


Elmer F. Andrews, former fed- 
eral wage-hour administrator and 
New York state industrial com- 
missioner, has formed his own 
company under the name of Elme: 
F. Andrews & Co., Inc., 500 Fifth 


avenue, New York. Associated with 
Mr. Andrews are Edwin P. Blank 
as vice-president, and Edward J. 
Congdon as treasure! The new 
company is designed to build plant 
morale, prevent unwarranted labor 
costs, and deal with federal labor 
laws 


Absorbs Magazine 


The Underwear & Hosiery Re- 
view, New York, has taken over 
Sources of Supply, effective with 
the July issue, which will be pub 
lished in the Review's offices. The 


format of Sources of Supply will be 
changed to pocket size, and _ it 
scope will be enlarged to cover the 
men’s apparel manufacturing field 
as well as women’s and children’ 
ready-to-wear. 


Promote Publicity Book 
Dorset House, Inc., will use news- 

papers, magazines, and advertising 

publications to promote “Profitable 


Publicity—How to Do It—How to 
Get It,” a new book written by 
Henry F. Woods, Jr., publicity 
director, McCann - Erickson, Inc 


The B. D. 
the account. 


Iola Company handles 


Safeway Drops Royalty 


Safeway Stores, Ltd., of Canada, 
has abandoned the Piggly-Wiggly 
franchise, and has discontinued roy- 
alty payment for the use of the 
name. 


Borrelli Adds Ross 
Borrelli Company, Philadelphia, 
has added a special sales promotion 


department, with Morton Ross in 
charge. 


Industrial Production 
Hits New Peak in May 


Industrial production moved into 
new high ground during May fol- 
lowing its temporary setback the 
preceding month, according to a 
Department of Commerce survey. 
Freight car loadings for the month 
were the highest since 1930, while 
electric power output climbed con- 
traseasonally to record heights. 

The survey revealed that income, 
production and consumption § are 
now in record volume. The pace 
in consumer demand shows no sign 
of abating, according to the study, 
but some leveling off is evident in 
the huge upsurge of capital goods 
buying. 


Schick Shifts Two 


Edward L. Taylor has’ been 
named sales promotion manager of 
Schick Dry Shaver, Inc., Stamford, 
Conn. He formerly covered the 
Chicago territory. J. K. Munger 
has been transferred from New 
York to Stamford, where he will 
retain his post as Eastern zone 
manager and devote part of his 
time to national sales management. 


McKay Heads Sales Club 
Forbes McKay, associate adver- 
tising manager of The Progressive 
Farmer-Ruralist Company, has been 
elected president of the Birming- 
ham, Ala., Sales Executives’ Club. 


To Sponsor 6th Annual 
Plastics Competition 


The sixth annual modern plastics 
competition, under the sponsorship 
of Modern Plastics, New York, will 


be held at the magazine’s head- 
quarters, 122 E. 42nd street. Final 


deadline for all entries 
All plastic-using firms, designers, 
molders, laminators, fabricators, 
materials suppliers, machinery and 


is Sept. 8 


die makers are invited to partici- 
pate. 
An innovation this year will be 


a special classification for military 
and defense articles. Any plastic 
object or product will be deemed 
eligible if it has been designed or 
has reached the market since Sept. 
1, 1940 


Dictaphone Names O'Neil 


William O'Neil, New York indus- 
rial designer, has been named by 
Dictaphone Corporation, Bridgeport, 
Conn., to direct the design and styl- 
ing of its new machines” and 
accessories, 


RECONSTRUCTED ADVERTISING 
SCHEDULES 


Tells the Who-Where-When & How Much 
of Business Paper Advertising 


BRAD-VERN’S REPORTS Fis wins, n't 


>, (ST t 
}} Plenty 

at Work. 
, i 


Ou's) 5 
or Men ‘ 


“ 


Big things? In the 49th State? You betcha, Mister—and 
here’s the list again, in case you came in late. Millions are 
being spentin ST. LOUIS itself, including LAMBERT FIELD 
and JEFFERSON MEMORIAL. Then there's the huge Army 
camp at ROLLA, the TNT plant at WELDON SPRINGS 
and the enlargement of SCOTT FIELD across the river. 


Just this: the best way to share 19th State Defense allot- 
ments of $330.000,000 is to goon the Offense with advertising 


in the Globe-Democrat! Why? It’s the 


even claims to cover St. 


PLUS market. In 273 important surrounding towns, 50% 


Louis 


only newspaper that 
and its money-spending 


S/O 


of the families not only read the Globe-Democrat but read 


it regularly! 


Send for 


free folder 


showing hou 


e A compact market of 
active, money-spend- 
ing people living in 


e 87 counties in Eastern 
Missouri and South- 
ern Illinois where 


e Combined annual re- 
tailsalesreachalmost 
500 millions of dollars 

With The 

Globe-Democrat You Get 


< SS fous A.fee 


“ase * 


dejense activity 


builds sales. 
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Johnstown Club Elects 

Tom Nokes, Johnstown Poster | 
Advertising Company, has_ been 
elected president of the Advertis- 
ing Club of Johnstown, Pa., for his 
third successive term. Other offi- 
cers named are: Wilbur C. Mul- 
hollen, secretary of the Chamber of | 
Commerce, first vice-president; J. | 
Wilbur Werry, advertising manager, 
Johnstown Tribune, second vice- 
president; Ludwig H. Henning, sec- 
retary; and G. Fritz Moore, treas- 
urer. 


MORE SENSE TO YOUR 
ADVERTISING DOLLAR! 


PROVED 
UeUR Ee LITHOGRAPHY 


we 
Rt errect WOMICAL 
MOR™ wore 9 WAILING pieces 


COMPLETE 
COPY 

AND ART 

FACILITIES 


SINCE 1912 A GOOD HOUSE TO KNOW 


LAUREL PROCESS COMPANY 
480 CANAL STREET. NEW YORK 


Wainer 5.30) 


| pany. 


Warren Advances Four 

David Blair, formerly field man- 
ager of the Warren Telechron Com- 
pany, Ashland, Mass., has been 
named sales manager of the com- 


H. E. Blackburn, Cleveland , 
| district manager, has been recalled 


to the home office as assistant sales | 


manager. R. T. Woodward has 
been transferred from Philadelphia 
to be district manager in Cleveland, 
and R. J. Buckley has beeen ap- 
pointed district manager in Phila- 
delphia. 


To Jasper, Lynch 
Perfection Tobacco 
Paterson, N. J., 


tor for Thomson & Porteous, Ltd., 


| Edinburgh, Scotland, has appointed 
| Jasper, Lynch & Fishei, New York, 


to direct advertising for Thistle 
Flake and MacKenna’s Mixture to- 
baccos. 


To Continue Newspapers 


Oakite Products, Inc., New York, 
will use 115 daily newspapers 
throughout the country this sum- 
mer to promote its Oakite house- 
hold cleanser. Calkins & Holden, 
New York, is the agency. 


Company, | 
American distribu- | 


you 


and q 


World's Largest Banana Docks... 


20.000 WATTS 


The greatest selling POWER 


> ae 


think of 


in the South’s greatest city 


| 
| 
| 
| 


Getting Personal > 


Les Rounds, one of Arthur Kudner’s bright boys, will be back in 
harness again soon. He’s recuperating at his Westport, Conn., home 
after an appendicitis operation. . . Add gentleman farmers: George 
Bryson, Y&R, who has just bought a place at New Milford, Conn... 
W. H. Faweett, Jr., head of Fawcett Publications, is seeing double. 
Twin boys arrived recently at his home in Greenwich, Conn. . . 

Ed Lasker, Ist v.p. and general manager at L&T, defied George Frey, 
NBC Red’s sales service manager, to beat him at the Metropolitan 
Amateur Golf Tournament—and he did! Frey walked off with a 
159 for the 36 holes and Lasker took 162. . . Another Wesley As- 
sociate saw the light of day recently when a son was born to Charles 
Root Cavalli, a.e. . . 

Peter M. Soutter, of J-W-T’s traffic department, hasn’t allowed the 
call to the colors to interfere with his plans for the future. Now 
stationed at Fort Devens, Mass., with the 10lst Cavalry, he recently 
became engaged to Mary E. Twachtman, of Greenwich, Conn... 

Otto Brandt, assistant manager of the NBC Blue stations relations 
division, was married June 21 to Thelma Marion Buelow, of Detroit, 
with William Davidson, J-W-T’s assistant radio time buyer, as best 
man... 

Jules Holl and Eleanor Evans pleased their papas no end last week- 
end when they brought home several ribbons from the Hinsdale 
Horse Show. The proud fathers are Julius S. Holl, advertising man- 
ager, Link-Belt Company, and Keith J. Evans, advertising manager, 
Joseph T. Ryerson & Son and Inland Steel Company... 

The widow of Owen B. “Obie” Winters, Erwin-Wasey executive 
who died last November, gave birth to a boy, her third child, in 
Woman’s Hospital, New York, May 23. . . Wesley A. Gilman, v.p. of 
N. W. Ayer & Son, has been elected v.p. of St. Davids Golf Club, 
near Philadelphia. John M. 
Manning, a.m., Park - Brannock 
Company, Syracuse, reserve cap- 
tain in the U. S. Army, has been 
ordered to report for active duty 
at Fort Dix, N. J. 

Lee R. Brooks, advertising and 
promotion man with the Sperry- 
Hutchinson Company, Buffalo, 
has announced he will be a eandi- 
date for mayor of the city on an 
independent ticket during the fall 
election. Lincoln Dellar, g.m. 
of KSFO, has been elected hon- 
orary director of the California 
Rodeo at Salinas. 

A. H. Robb, mgr. of WIOD, 
Miami, who has been appointed 
radio chairman of the Dade 
County (Greater Miami) Defense 
Council, has set up a defense ac- 


WHAM 


tivities department in WIOD 
under the direction of Frank 
Jaffe, station prom. me_gr. 


Frank Archer, formerly in the 
classified advertising sales dept., 
Chicago Tribune, for six years, 
and more recently with the ad 
sales depts. of the News-Times, 
Twin Falls, Idaho, and the Sun, 
Bremerton, Wash., is now Private 
Frank Archer, editor of the 
“Salvo,” a weekly tabloid size - 

newspaper printed by the U. S. Army at Fort Worden, Wash. 
wife is dietitian at the hospital at Fort Lewis, Wash. 

I. R. Lounsberry, v.p., Buffalo Broadcasting Corp., has been elected 
to the board of directors of the Main Street Assn. of Buffalo. 
George C, Fratta, construction supt., Rochester Poster Adv. Co., saw 
his children increase from two girls to five May 27 when his wife 
gave birth to triplets, the fifth set to be born in Rochester, N. Y., in 
14 years. .. 

Leon Levy, pres.. WCAU, Philadelphia, was the recipient of much 
photographic paraphernalia June 6 when he celebrated his birthday. 
‘4 Thomas C. Roberts, former publicity secy., Chamber of Commerce, 
Springfield, Mass., has been promoted to reconnaissance and signal 
sergeant of Co. D, 104th infantry, Camp Edwards, Mass. . . 

Bill Robinson, advertising director, New York Herald Tribune, 
walked off with the low gross prize for the hosts in the New York 
newspaper publishers’ golf tournament with NRDGA members com- 
peting as guests. His score was 78, the only one in the field under 80. 
Other players among the hosts were H. B. Sherwood, national a.m.. 
News; Edwin 8S. Friendly, business manager, Sun, and his assistant, 
H. B. Fairchild; Noel S. MacNeish, b.m., and F. R. Williamson, adver- 


tising director, World-Telegram; and J. W. Egan, advertising direc- 
tor, Mirror. . . 


Using a prized club made from a single 
piece of wood, W. H. (Buzz) Fawcett, 


Jr., president of Fawcett Publications, 

Inc., takes a sock at the ball at Knoll- 

wood Country Club, White Plains, N. Y., 

where the company held its 1941 sales 
convention. 


His 


Bob Schmid, Mutual sales promotion director, is resting easily after 
the birth of an eight-pound baby girl, his first... More of a veteran is 
Arthur Hull Hayes, WABC general manager, who acquired a daughter 
on Father’s Day. Mary Ann, weighing 8 pounds, has two brothers. . . 
Walter A. Bowe, a.m., left Syracuse for Manhattan to be present at 
a Carrier Corporation dinner recently. . . 

Paul Eckstein, Stewart-Warner Corp., Chicago, is notifying friends 
that he and Alice, his wife, brought out a new model, Paul II, May 
28, in the 7 pound, 15 ounce class. . . Walter Evans, v.p., Westing- 
house Radio Stations, Philadelphia, has been awarded the Westing- 
house Order of Merit for outstanding service to the industry for two 
decades. . . 

Sports writers and photographers covering the National Open Golf 
Tournament at Fort Worth, Tex., were guests of the Fort Worth 
Advertising Club at a luncheon and Amon G. Carter, pub., Fort Worth 
Star-Telegram, took them on a boat ride and a tour of his ranch... 
Frederick G. Crane, v.p., Crane & Co., paper maker, Dalton, Mass., 
a first lieut. in the naval reserve, has been called to active service at 
the Boston Navy Yard... 

Donald W. Thornburgh, CBS v.p. in charge of Pacific coast opera- 
tions, left June 14 on a vacation fishing trip with Mrs. Thornburgh 
and their daughter for the Mammoth Lakes country in the High 
Sierras. . . David R. Daniel, b.m., Hartford Times, received a golf bag, 
clubs, flowers and other gifts from associates at the recent observation 
of his 25th anniversary with that Gannett newspaper. . . 

Lioyd E. Yoder, g.m., KOA, has been named general chairman of 
the President’s Ball during the Rotary International Convention in 
Denver. . . 


Promotion 
Review 


Father’s Day meant an extra te 
for all the fathers on the Househo 4 
| Magazine promotion list. They ¢ 

tT 
| 


| one, along with the information t! 
“famous ties include the Old Sch: 
Tie, the Railroad Tie, the Tie t! 
Binds, the Family Tie. . . and t! 

| tie.” And then came the advice ‘0 

| “tie this string around your fings 

| as a reminder to get the whole st: 
on Household. 

* * * 
| Unusual in publication promoti 
| was the four-page, full-color adv: 
|tisement of the Philadelphia |! 
| quirer in the June 9 issue of Tin 
The insertion consisted alm 
‘entirely of charts with accompa) 
|ing descriptive matter, show 
|relative standings of Philadelp) ia 
|newspapers in editorial and adv: - 
tising linage, and the charts the n- 

| selves were unusual in appearare, 

the colors being used to presen a 

perfectly clear picture, and yet one 

|/reminiscent of a series of viri- 
colored peaks. 
* * a , 
Different from the mine run of 
publication promotion is the spi: al- 
bound booklet sent out recently by 

Wall Street Journal. Based on an 

inquiry among readers as to w iat 

they thought of the series of in ti- 
tutional advertisements run in ‘the 
newspaper by Eagle-Picher Lad 

Company, the booklet contains 50 

lletters from important executives, 

giving their impressions of e 

campaign. Naturally, Wall Street 

Journal makes the point that there 

is significance in the fact that 50 

readers of such caliber not only 

read the advertising, but feel close 

‘enough to the publication to com- 

| ment on its value, and on their own 


'feelings about institutional adve 
| Sone in general. 
Picks Frank Best 
Eadie & Hart, Inc., New York 


_realtor, has appointed Frank Best 
& Co. to handle its advertising. 
Newspapers will be used. 


O. K.’s Flag Reproduction 

Reproduction of American flags in 
advertisements offering the flag it- 
|self for sale has been upheld in a 
|ruling by Attorney-General Herbert 
J. Rushton of Michigan. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addvessing— Mimeographing 


THE LETTER SHOP, Inc. 


440 8S. Dearborn St. Wabash 8655 
| CHICAGO 


A BEAUTY QUEEN 
MINUS A TOOTH? 


® it takes extra care to win a 
beauty contest. The self-service 
market needs extra attention, too. 
And the sales reward is worth it. 


® Self-service store cash registers 
ring up one out of three U. S. food 
dollars. The Family Circle blankets 
this market each week with 1,400,- 
000 of its 1,600,000 distribution. 


® Weekly frequency in a ready- | 
cash market like this means more | 
brand recognition at point of sale. 


THE FAMILY CIRCLE 


“THE BEELINE TO THE BUYLINE” 
New York + Chicago - Son Francisco 
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Defense Theme 
reatures Lysol 
Premium Drive 


New York, June 19.—Seizing on 
tie importance of civilian coopera- 
ton in national defense to provide 
a new advertising theme, Lehn & 
Fink Products Corporation this 
yveek launched a newspaper and 
magazine campaign emphasizing 
the need for “home defense” and 
offering a health kit as a new pre- 
nium. 

Captioned “Mother! You're in the 
army, too,” copy features an illus- 
tration of a woman with mop in 
hand and asks, “Are you pre- 
pared to do your part in home de- 


Newspaper Ads 
Promote ‘Movie 
Vacation’ Idea 


Philadelphia, June 19.— A vaca- 
tion that will take you to the far- 


show you unusual scenes and in- 
teresting people, yet will cost but a 
few pennies and require but a short 
journey, namely, a 
movies, is being promoted by the 
Philadelphia Evening Bulletin in 
two-column copy. The purpose of 
the series of advertisements is to 
promote the Bulletin’s amusement 
page as “the most interesting, re- 


in the city.” 

In preparing the copy for the ads 
it occurred to the Bulletin that in- 
sufficient attention had been paid to 
the movies as a means of relaxa- 


trip to the| 


Anderson to CBS 


thest corners of the earth, that will | 


liable and useful page of any paper | 


fense .. . to meet every household |tion. There was a feeling that if a | 
emergency that arises?” The “Home |summer slump had overtaken the 
Defense Health Kit,” free with a | theaters in spite of increased spend- 
purchase of Lysol, is described as | ing, perhaps it was because insuf- 


William Anderson has joined the | 


presentation division of the sales 
promotion department, Columbia 
Broadcasting System, New York. 
He was formerly on the local sales 
staff of the New York World-Tele- 
gram, and previously sales promo- 
tion director for Station KMPC, 
Beverly Hills, and KOMA, Okla- 
homa City. 


Names Royal Ryan 

Royal W. Ryan, former partner 
of Ryan & Thatcher, Cincinnati 
agency, has been named director 
of sales and advertising for Hotel 
New Yorker. 


| = . 2 Pro ag 
Issues Commodity Book _R.. C. Franklin Named 

The “1941 Commodity Year| Robert C. Franklin, formerly pro- 
Book” has been issued by Com- | duction manager, Stage, New York, 
|modity Research Bureau, Inc., New | has joined Design for Living, New 
| York. The book points to simi-| York, in a similar capacity. 


‘larity between the price spiral of | 


1917-20 and the upward trend of | : . 

|}commodity prices today, and illus- WNEW Signs With BMI 

| trates with graphs the necessity of | Station WNEW, New York, has 
|price control before a_ period of | signed with Broadcast Music, Inc., 
| drastic inflation arrives. {to air songs controlled by that 
| organization. 


‘WQXR to Increase Power 

| Station WQXR, New York, will 
|shortly double its present power to| Hotel George New 
10,000 watts. New studios, control; York, has appointed Needham & 
}rooms and offices will also be con-|Grohmann, New York, as adver- 
structed. tising agency. 


Hotel Appoints 


Washington, 


a necessity in every home and in- 
cludes a First Aid Wall Chart, 
“based on lessons learned in Lon- 
don,” with a lesson course in sick 
room care, home nursing, first aid, 
fire prevention and “other instruc- 
tions for home emergencies.” 

The campaign is marked by a 
complete absence of selling copy, 
with Lysol mentioned only in con- 
nection with the premium. 

Insertions of 150 lines are ap- 
pearing weekly in the regular Ly- 
sol schedule of 40 newspapers in 
37 cities. Monthly black-and-white 
insertions, ranging in size from full 
pages to half and two-thirds pages, 
appeared this week in the July 
issues of several magazines and 
will gradually be extended to a to- 
tal of ten magazines. On the sched- 
ule are American Home, Better 
Homes & Gardens, Capper’s Farmer, 
Farm Journal and Farmer’s Wife, 
Good Housekeeping, McCall’s, Par- 
ents’ Magazine, Progressive Farmer, 
Successful Farming and Woman’s 
Home Companion. Lennen & Mit- 
chel! is the agency. 


Revives Bulletin 

Retail News and Statistics, pub- 
lished from 1924 to 1933 by the 
Association of Army and Navy 
Stores, 730 Fifth avenue, New York, 
has been revived and will be issued 


ficient stress had been placed on the | 
;movies as a means of escaping the | 
| world’s hurly-burly, as a place to 


‘relax and rest. 

The vacation idea is put in the 
headlines. It is carried through the 
| body of the ad with such copy as 
\“Do you need relaxation, a change 
| of scene, some good laughs? Only 
|a few blocks away there’s a movie 


vacation waiting for you. Through | 


|; the movies you can go on a trip to 
unusual places, see interesting 
|people, hear different talk. It'll 
|refresh you in mind and body. The 
_cost is counted in pennies and you'll 
come out feeling like a million dol- 
lars.” 


| 


King Features to 
Push Cartoon Copy 


| John A. Finneran, account execu- 
|tive at J. M. Mathes, has left the 
agency to join King Features Syn- 


|dicate, in charge of a new division | 


that will promote comic strip ad- 
| vertising copy. 

Mr. Finneran 
classified 
the New 
He also served on the sales staff of 
the New York Times. 


To “N. Y. Post” 


A. B. MacKinnon has been ap- 


was formerly 


on the tenth of each month to mer- 
chants and hotel members of the 
association. 


ing manager of the New York Post. | 
He was formerly on the sales staff | 


advertising manager of | . 4 
York Journal-American. | c ee / = 


| c 


pointed department store advertis- | ‘ C 


CLEVELAND... 


| sAKRON gD: 

-— : ‘ 

—r----! ASHLAND’, ~ 
a : 


Represented by 
Paul H. Raymer Co. 


|viously with the 
and national advertising 
of the Cleveland News. 
| Hamburger, publicity 
ithe New York Post, has resigned. 


New York 
manager 
Estelle 


Pittsburgh NIAA Elects 


The Pittsburgh of Na- 


chapter 


ciation has 
Kennedy, Copperweld Steel 
| pany, president. 
iC. E. Herrington, Mechanite 
search Institute, 
George J. Kuhbach, Union Switch 


Com- 
Other officers are 


G. Johnson, Homestead Valve Mfg. 
Company, treasurer. 


To McCann-Erickson 

Omega & Tissot 
has 
Buenos Aires, to handle advertising 


in Argentina for its Omega and 
Tissot watches. 


Changes Magazine Name 

The name of the new magazine 
released through the 620 outlets of 
Certified Grocers in Southern Cali- 
ifornia has been changed from 
| Western Woman to Western Family. 
| The first issue appeared June 12. 


|of the New York Times, and pre- | 
Sun | 


director of | 


tional Industrial Advertisers’ Asso- | 
elected Edmund D. | 


Re- | 
vice - president; | 


& Signal Company, secretary; Elliot | 


Sociedad Co-| 
mercial de Relojeria, Buenos Aires, | 
appointed McCann-Erickson, | 


| 
| 


- . 

fish is our dish, too 

oe a a “ , 

\f 
VJ 

Whatever interests Northwesterners interests WCCO. 
For instan¢e, each week the crew of WCCO’s mobile 
unit don waders, seize a creelful of microphones and 
head for the great outdoors to interview Minnesota 
game wardens, rangers, hatchery experts and others. 
: There in a setting of natural sound effects, furnished 
by field and stream, we transcribe the latest news on 
fishing and hunting for WCCO’s series of Friday eve- 

ning programs called “Outdoor Minnesota.” 
‘\ Naturally, these programs — worked out in coopera- 
tion with the Minnesota State Department of Conserva- 
tion —are a welcome source of information to the 
numerous Isaac Waltons and nimrods in our territory. 
But they are also an important cog in the State’s 

conservation program. 

“Outdoor Minnesota” is one of the many WCCO 


series that render a basic public service coupled to 


good entertainment. It is more than an audience- 


builder. It is another of those broadcasting ventures so 


in the public interest that the station behind it has 


become a real leader in the eyes—and ears —of the 


approximately four million radio listeners who live in 


WCCO primary listening area. 


te Ce re 


$ Re. bet 


oo Can, 


WwW CCO 0,000 WATTS WHERE IT COUNTS THE MOST. 
MINNEAPOLIS-ST. PAUL, 830 Kilocycles. Owned and operated by Columbia Broadcasting — 
__ Represented by Radio Sales: New York, Chicago, Detroit, St. Louis, Charlotte, San Francisco, Los Angeles — 
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Roundup of Advertising Promotions in the Test Stage 


| the wealthiest and poorest neigh- 
'borhoods, and there was no accom- 
panying advertising program of any 
sort. Here, too, the demand was 
so great that a moratorium had to 
be declared on the coupons for a 
| time to catch up with the demand. 
‘7 has been a continuing de- 


Twang Root Beer 
Coupon Offer 
Swamps Grocers 


Chicago, June 18.—Coupons offer- 
ing six bottles of Twang root beer 


for-a nickel, distributed to homes in : 
Dubuque and Milwaukee, created kee, too, according to Mr. Sethness, 
|although it doesn’t seem to have | 


something akin to a consumer ava-| ; : be 
lanche on grocers in those two test| been maintained as well as in Du- 
cities, according to C. O. Sethness, | buque. : — ; 
Jr., of C. O. & W. D. Sethness Com-| |, Other markets will be invaded by’ 
pany, maker of the product. These ™€ ~e€thness organization wi 
were initial steps in a testing pro-| Y@™y!ng promotion procedures in a 
gram in various markets which will | 5¢areh for the most effective dis- 
include newspaper advertising, ac- tribution programs. In view of the 
cording to present plans. | Dubuque and Milwaukee experi- 
In Dubuque the coupon distribu- | €™¢es one step contemplated in the 
tion was accompanied by radio ad-| future will be a more adequate 
vertising and, Mr. Sethness reports, | anticipation of the demand. Martin 
' > -€ oo ‘ ; .* eo 
there has been a continuing demand |} A. Pokrass, Chicago, handles the 
in that city which would seem to| #¢count. 
testify to the merit of the procedure. | GILMORE MAKES RADIO TEST 
Coupons were distributed to every | a eG 
home with the result that at the} Los Angeles, June 17.—The Gil-| 
end of the first day distributors | more Oil Company has launched a) 
there were out of cases and by the! test radio program over four sta-| 
end of the second day they were tions of the Don Lee network on | 
out of bottles. | the Pacific Coast, a new five-minute 
The coupon distribution in Mil- | Program called “War Letters. 
waukee reached approximately 75 | The program originates at Sta- 
per cent of the homes, avoiding tion KHJ, Los Angeles, and is aired 
| five nights weekly from 9:15 to 9:20) 
|}p.m. Listeners are invited to send | 


ra | in. “war letters” received from | 
tebe all friends or relatives in foreign coun- 
+ ie | tries. Those whose letters are read 

lon the program receive $5 and are | 


| given the privilege of selecting some 
charity which receives similar 


There 
mand for the root beer in Milwau- 


a 


sum from the West coast oil com- 
| pany. 

Botsford, Constantine & Gardner, 
| Los Angeles, handles the radio ac- 
| count. 
-RISSMAN LAUNCHES 
“WINDBREAKER” TESTS 

Chicago, June 18.—A test news- 
paper advertising campaign has 


tata lla ta leca lta 


been launched here by John Riss- | 
|}man Company, maker of men’s ap- 
| parel, for its “Windbreaker” gar- 
| ment in a promotion program which 
| will reach out to other markets. 
| A two-column test ad in the Chi- 
| cago Daily News carried the head- 
jline of “America’s most popular 
| jacket” and emphasized that “Wind- | 
breaker” is a trade name which has | 
' been owned by Rissman for a score | 
of years. Copy also carried an illus- 
tration of the garment. 
The advertising is being handled 
by Ralph Heineman, Inc., Chicago. 


EXPANDS RENTAL DRIVE 

Atlantic City, June 18.—Success 
of an advertising campaign of At- 
lantic City summer rentals in 53 
| newspapers in 26 cities has prompted 
| Mayor Thomas D. Taggart, Jr., to 
| double the number of insertions. 

The ads, which brought many re- 
sponses from prospective’ renters 
and were widely commended by 
} home owners and local 
| agencies, had been placed 
| territory including New 
| Brooklyn, Newark, 
Pittsburgh, Baltimore, 
| Wilmington, four other cities in 
| New Jersey and 14 in Pennsylvania. 
|The advertisement about 
inches deep by two columns wide. 

The expanded program provides 
for additional insertions in 
| York, Philadelphia, Pittsburgh, 
| Baltimore, and 14 other Pennsyl- 
vania cities, Washington, Wilming- 
| ton and New Jersey papers. 


PROMOTES DAIQUIRI RUM 


Calle 


Yuka 


| 
| 
| 


| 
| 
| 
} 
| 
} 
| 
| 


in the 
York, 
Philadelphia, 


Is 


At last! — a book on publicity with prac- 
tical ideas and information that are worth 
thot 1ands of dollars! Written by the pub- 
licity director of one of the world's largest 
advertising agencies. Takes you behind 
the scenes of this amazing profession; 
gives you the inside dope on how success- 
ful publicity is created, put across, made 
to work — for individuals, corporations, 


ar . ‘ > rs ‘. = 

este, iene, Genesatn, epeciiia, vital, Hartford, Conn., June 19.—Can 
fascinating. Tells you how to get publicity ada Dry Ginger Ale, Inc., has 
without hiring expensive experts. Hailed | | launched a _ test campaign for 
as the outstanding book of its kind—by | | Daiquiri rum in the Hartford 
men who ought to know. Courant. Insertions of 246 lines 


* PROFITABLE PUBLICITY 
by Henry F. Woods, Jr. 


will appear weekly for about two 
months, according to present plans. 


| J. M. Mathes, Inc., is the agency 

Publicity Director, McCann Erickson, Inc. Copy plays up a “duty free” 
$2.50 angle, since the product comes 

At Booksellers or Mail Coupon Today from Puerto Rico. Use is made of 
DORSET HOUSE Inc. es ye ee ome a | the slogan “It’s a pleasant duty to 


5S W. 42nd St., New York City 


Please send me (postpaid) “PROFIT. 
ABLE PUBLICITY” by Henry F 
Woods, Jr. I enclose $2.50. (N. ¥. C 
residents add Sc city sales tax.) 


your budget to serve Daiquiri.” 


Lewin Plans Campaign 


Girard - Perregaux watches will 


NAME be advertised during the fall and 
ADDRESS winter in several national maga- 
zines. A. W. Lewin, Newark, is the 


city 


agency. 


real estate | 


| . 7 
m™ jj Mounted 


Washington, | 
four | 


New | 


TELL-TALE JAR 


| 


An innovation in Rinso copy is the small 
inset near the bottom of this newspaper 


advertisement picturing a Mason jar 
containing a quarter-pound of soap dust 
“sifted out of a large package of one 
of the many widely used laundry soaps.” 
Copy for the Lever Bros. Company 
product claims that ‘new ‘anti-sneeze’ 
Rinso is the only soap of its type that's 
98 per cent free of ‘soap-dust.’ " 


Named Sales Head 


Donald D. Couch, Pittsburgh, 
with the company since 1925, has 
been elected vice-president in 
charge of sales of the American 
Radiator and Standard Sanitary 
Corporation. 


Becvar to Revere Brass 

Arthur N. Becvar, formerly an 
industrial designer with John Gor- 
don Rideout and Staff, Cleveland, 
has joined the designing organiza- 
tion of Revere Copper & Brass, Inc., 
Rome, N. Y. 


To Ruthrauff & Ryan 


Station KIRO, CBS Seattle affili- 
ate, has named Ruthrauff & Ryan 
to handle advertising and promo- 


tion. Northwest Oil Company, 
Portland, has also appointed the 
agency to direct advertising of 


Hancock gasoline in Oregon. 


The Advertising Club of Newark 
has awarded its annual scholarship 
to Norman Gliken, senior of the 
University of Newark, for the 
student “specializing in marketing 
and advertising, who has attained 
the highest scholastic average in 
this field.” 


June 23, 1941 


Air Transport 
Group Launches 
New Campaign 


(Continued from Page 1) 


American Home 
Products Takes 
Two Radio Shows 


| New York, June 18.— Following 
| the launching of a new program on 
ithe Red network of the National 
Broadcasting Company this week, 
American Home Products, Inc., will 


start a second new program next able element, the most precious « 
week on the Mutual Broadcasting | a]] 24 hours a day” and de 
System. “Front Page Farrell,” a scribes them as the “lifelines of dk 


daily quarter-hour serial, will be 
aired on 78 MBS stations at 1:30 
p. m., and “America the Free” 
Saturday from 10:30 to 11 a. m. on 


fense.”” Further newspaper adve) 
tising will be tied in with new ad: 
velopments in national defen 
although the ATA has not laid o, 


59 stations of the NBC Red net- 
work, both in behalf of Anacin. 
Blackett - Sample - Hummert is the 


a definite schedule. 


Magazines in July 


agency. The magazine campaign will 
Program to CBS into full swing July 7 with a ful 
me Xage, two-color insertion in Lif 
Pacific Coast Borax Company, 


Copy will continue to play up fa 
communication as essential to pr 
duction and will feature time as t) 
“most essential of all defense m 
terials.” The first insertion w 
point up the theme with the ca 
tion, “‘Hours saved now will sha 
future years.” 

On the magazine list in additi 


which has sponsored “Death Valley 
Days” on NBC for the past 11 
years, will also sponsor the _ pro- 
gram on the Columbia Broadcasting 
System beginning July 3. The show 
will be heard on CBS Thursday 
from 8 to 8:30 p.m. over 58 sta- 
tions for Twenty Mule Team Borax 


and Borax , Flakes _and Boraxo. to Life are Collier’s, Cosmopolita , 
McCann - Erickson directs the ac- The Saturday Evening Post and 
Cae. United States News. Copy is also 
Lever Bros. Renews scheduled for Editor & Publish 
Lever Bros. Company has re- With the campaign planned to con- 
newed “Big Sister” for Rinso and tinue through April, 1942, insertio 
“Aunt Jenny” for Spry. The two will appear once a month in week 
daily serials will continue to be | Magazines, and every other mor 
heard in the half hour block from | in monthly magazines. All cops 
11:30 to 12 noon, the former over | Will be full-page and the majori' 
73 and the latter on 61 CBS sta- | Will be in two colors. 
tions. Ruthrauff & Ryan is the Erwin, Wasey & Co. is the agen 
agency. ee 
Quiz Program Opens Own Agency 
Standard Brands, Inc., will re- Juel J. Roth, formerly gene 
place the Chase & Sanborn program |and production manager of thy 
featuring Edgar Bergen with Catalog Association, Inc.—Nationa! 
“What’s My Name?” a quiz pro- Tie-ins, Chicago, has opened hi 
: OS ’ — *"" |own agency, under the name Rot 
gram_ introduced last year as a Advertising Service, 600 S. Michi 
summer replacement for the Ber- gan avenue, Chicago. 
gen show. Beginning July 6, * 2 
“What's My Name?” will be heard ° 
over 80 stations of the NBC Red Name J. A. Middlewood 
network Sunday from 8 to 8:30 Associated Sales Company, De- 
p. m. throughout July and August troit, has appointed J. A. Middle- 
for Royal desserts. Sherman K.| W0od to the contact staff of th 
Ellis & Co. is the agency. Detroit office. He was formerly 
~—e : head of the film department of the 
On NBC Blue Ford Motor Company. 
Pillsbury Flour Mills Company 
will begin sponsorship of a new Re-elects Challman 
program over 43 NBC Blue network R. T. Challman, director of ad- 


vertising and promotion, Munsing- 


stations four times weekly begin- | \*T'* ae 7 : 
ning Sept. 11. Programs will be wear, Inc., has been re-elected to 
aired Thursdays. Fridays, Satur- |2 third term as president of the 
_— =i th ee ee Minneapolis Better Business Bu- 
days and Sundays from 9:00 to) peay, 

9:15 a. m. Details of the new a 

series have not been set. McCann- Two Advanced 

Erickson is the agency. 


>) 


rx. W. Moore, formerly president 
of Diamond Crystal Salt Division 
of General Foods Corporation, has 
been named chairman of the board 
The presidency will be filled bs 
Robert M. Farr, vice-president ¢ 
merchandising manager. 


To Beauty Counselors 
Martin J. Alef, formerly vice- 
president of the Detrola Corpora- 
tion, has joined Beauty Counselors, 
Inc., Detroit, as vice-president. 


By 


cos 


To Give You An Idea 


of the scale of prices 
from one original, $1 70 each 
$1.40 each—other quantities and 


in proportion, 


and quantities, 
10 Display Prints enlarged to 24°36" 
25 at 
sizes 


Color is not restricted 


SIZE 24x 36 
IN QUANTITIES 


- Unmounted - 90¢ _ 


Here’s How Some Folks Use Atlas Display Prints 
ENLARGED NEWSPAPER ADS 

WINDOW DISPLAYS DEALER PRESENTATION 

STORE DISPLAYS SHOP BULLETIN NOTICES 


aan tx Sia bes Ge ce ee, SALES PRESENTATIONS . . . . SALES CHARTS 
Write or phone ATLAS, WHITEHAL Other Atlas Specialties Include Murals, 

7575. ond let wa show wo how the e 

new Atlas Display Print will help Bromide Enlargements, Jumbostats, Atlastats, 

solve wou displ »roblem—economi - - ° 

<= "= as Copy Photographs and Studio Photography. 


| 
peata, 
cuwrcacs 


Bs ATLAS PHOTO COPY COMPANY 


225 W. MICHIGAN AVENUE 
O19 MH. MICHIGAN AVENUE 
221 MW LASALLE stReeT 
104 S$. MICHIGAN AVENUE 
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Cidvevti 
\Markt 


The rates for this department are as follows 


“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
Representatives Available,” 30 cents a line, minimum charge $1 Terms 
ish with order. 

All other classifications (single insertion rates): %% in. $2.75; 1 to 3 in, 


$4.75 per inch. 


HELP WANTED 
ADVERTISING MAN OR WOMAN 
ipable, experienced advertising man- 
ser for Morris B. Sachs store. Must 

be good on ideas, merchandising, copy 

ind layout. tetail experience neces- 
ry. Apply by letter only. Confiden- 
tial. Give age, salary expected and 
mplete information in first letter 
Write Wade Advertising Agency, 
208 W. Washington Street, Chicago 
POSITIONS WANTED 

Need an <Advtg. Production 

Ave 25, draft exempt, now employed, 

newspaper prod. exp., 2 yrs 
iivtg. major. Hard-working, 

the most of an opportunity. 
7, ADVERTISING AGE, Chgo 
ARTIST—ART DIRECTOR 

Seeks position with adv. agency, pub- 
cation or manufacturer Layouts; 

finished art; production. 

Box 3396, ADVERTISING AGE, Chgo 

Keep a step ahead of the Draft——In- 

sure uninterrupted service with a 

mature, versatile, stop-gap, who can 

write, photograph, design and color 

layouts, and do research work A 

real backgzround—finest references 

Wm. W. Roberts, 600 Michigan Bldg., 

Detroit, Michigan, 


Asst.? 


REPRESENTATIVE AVAILABLE 
Experienced (15 yrs.) publication 


representative now handling one 
ABC-ABP publication Midwest—east 
to Pennsylvania—desires one addi- 


tional audited publication 
straight commission Age 39, college 
graduate, married, good references 
including present connection—and ex- 
cellent performance record 
Box 3392, ADVERTISING AGE, 


to sell on 


Chgro 
BUSINESS SERV Ick 


Mr. Sales Manager? 
Let me show you how to help 
salesmen produce more through a per- 
sonalized house-organ You serve as 
editor I do the work Edward Edel- 
stein, 201 N. Wells St. Dea. 8557 


MISCELLANEOUS 


Office (small), phone service in smart 
North Michigan Avenue building 
Reasonable rent. Chicago Sup. 4344 

WORLD FAMOUS FIRMS USE 
Bairdset for 30 years It Pays 
Day and night service, clean proofs, 
fast, quality production, save your 
time Ads pull 25° better 
BAIRD adsetters, 18 Eb. 
WHI, 4347 Chee. 


aas 


Kinzie, 


‘Sunshine Susie’ 
Features Summer 
Sales Campaign 


New York, June 17.—A_ two- 


year-old Dixie belle, sporting only | 


a big palm leaf fan, will stop an 
estimated 130,000,000 people in the 


country this summer with the new | 


‘Beat the Heat” sales campaign of 
Loose-Wiles Biscuit Company. 
Little Judy Ham of Georgia first 


| 
} 


attracted widespread attention when | 


her photograph appeared in a na- | 


Loose - Wiles 
rechristened Judy 


tional magazine. 
grabbed her, 


Sunshine Susie,” and plotted one | 


of the most extensive advertising 
programs in the history of the gro- 
cery business. She is to suggest to 
the nation that the best way to beat 
the heat is to eat simple, wholesome 
meals of Krispy crackers and de- 
licious related items. 

Sunshine Susie will appear in full 
color “Beat the Heat” advertise- 
ments in The American Weekly 
and This Week; in color and black- 
and-white pages in supplementary 
newspapers from coast to coast; on 
panel posters in selected major 
markets; by means of spot radio; 
and on Sunshine truck posters 
everywhere. The company also 
will use broadsides, floor stands, 
pennants and reprints of the ad- 
vertisements in the summer sales 
campaign. 


Joins Ross Roy 


George G. Collins has joined the 
Staff of Ross Roy, Inc., Detroit. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


} 


SUSIE 


Little Judy Ham of Georgia was re- 
christened ‘Sunshine Susie” and will be 
the symbol for Loose-Wiles Biscuit Com- 
pany'’s annual “Beat the Heat’ summer 
sales campaign. An estimated 130,000,- 
000 people will see Susie in all media. 


L. I. Guerin, 44, 
McGraw-Hill 
Executive, Dies 


New York, June 18.— Loyola I. 
Guerin, executive assistant to the 
president of Mc- 
Graw - Hill Pub- 
lishing Company, 
died of a_ heart 
attack today in 
his home at 
White Plains, N. 
Y. He was 44. 

A native of 
New York, Mr. 
Guerin was 
graduated from 
the U. S. Naval 
Academy in 
1920. He served 
with the Navy 
as lieutenant-junior grade in 
staff and engineering capacities 
until March, 1925, when he re- 
signed to join General Motors Cor- 
poration. Here he was engaged in 
management, sales and advertising 
research. 


In 1928 Mr 


L. |. Guerin 


line, 


yuerin joined Mc- 
Graw-Hill as a member of the re- 
search and sales staff, remaining 
until May, 1936, when he resigned 
to become assistant to the president 
of G. M. Basford Company. He re- 
turned to McGraw-Hill last Janu- 
ary 


ROBERT S. HALL 

Washington, D. C., June 16 
Robert S. Hall, 62, Federal 
Commission trial examiner and for- 


mer Congressman from Mississippi, 


died at his home near here He 
had been attached to the FTC for 
seven years. 


Trade 


| 


| 


| shortly 
| advertising agency in 
| to this he had served as advertising 


W. D. McJunkin, 
Pioneer Chicago 
Ad Man, Dies 


Chicago, June 18.—William D. 
McJunkin, 71, founder and chair- 
man of the McJunkin Advertising 
Company and one of the foremost 
public utility advertising experts in 
the country, was buried here yes- 
terday following his death June 15 
at Evanston hospital. 

Mr. McJunkin’s association with 
public utility advertising began 
after he had founded his 
1905. 


manager of three Chicago depart- 
ment stores, Rothschild & Co., The 


| Fair and Mandel Brothers. 


your 


Through Charles Holmes, English 
purchasing agent for the then two 
youthful companies of the late 
Samuel Insull, Mr. McJunkin was 
introduced to Mr. Insull in 1906 and 
there began an advertising relation- 


,; ship which was to remain unbroken 
while the Insull utility empire 
existed. Just how Mr. McJunkin 


shaped the very active advertising 
philosophy of Mr. Insull was related 
in ADVERTISING AGE for July 25, 
1938, at the time of Mr. Insull’s 
death in Paris. 


Insull Completely Sold 


It remained for Mr. McJunkin to 
show Mr. Insull how demand for 
his electric power could be stimu- 
lated by advertising. When, at the 
end of a year’s advertising cam- 
paign Mr. McJunkin could point to 
a 66 per cent gain in new business 
for the Insull properties, Mr. Insull 
was completely sold. At the public 
utility magnate’s direction the Mc- 
Junkin plan of public utility adver- 
tising spread to other utilities until 
at one time a thousand companies 
were using the McJunkin syndi- 
cated service. When Insull entered 
the gas field the McJunkin agency 
went along and began a_ notable 
program of advertising in_ that 
sphere. 

“The Insull appropriation grew to 
about $1,000,000 a year and adver- 
tising agents did not neglect to do 
some spading in an effort to transfer 
this juicy plum to their own orch- 


ards,” said ADVERTISING AGE on the 
occasion of Mr. Insull’s death. “In- 
sull was adamant on this score, 


however. He warned all and sundry 
that he regarded McJunkin Adver- 
tising Company as a part of his own 
organization and that whosoever 
attempted to excise it was inter- 
fering with the affairs of the Com- 
monwealth Edison Company.” 

Mr. McJunkin was one of 
founders of the National Outdoor 
Advertising Bureau and served as 
vice-president and director from its 
inception in 1916 until the time of 
his death. He is credited with play- 
ing a leading role in the planning 
of the Century of Progress exposi- 
tion in 1933 and 1934 

During recent years Mr. McJun- 
kin has been only moderately active 
in the affairs of his company. His 


the 


winters were spent at his Florida 
residence in Miami Beach. Gordon 
Best, president of the company at 
the time of Mr. McJunkin’s death, 
continues in that position 
A. H. MARCHANT 

Boston, June 18.—A. H. Mar- 
chant, 70, an authority on New 
England market conditions and 
advertising manager of the Boston 


Post since 1910, died yesterday afte 


a long illness. He joined the news- 


paper in 1893 as a compositor and 
had served it continuously since 
that time Prior to that he had 


been a journeyman - compositor, 
working for a time on the Boston 
Advertiser-Record. A son, Louis A 
Marchant, is assistant advertising 
director of the Post. 


CLAUDE McK. METHVIN 
Eastman, Ga., June 16.—Claude 
McKee Methvin, 65, publisher of the 
Eastman Times-Journal since 1914, 
former legislator and former presi- 
dent of the Georgia Press Associa- 
tion, died of a heart attack last 
week. Ill health had forced his re- 
tirement about six months ago 


Prior 
| 


‘Esquire’ Wins 
Court Victory 
Over Its Name 


Miami, Fla., June 18.—Esquire’s 
right to full protection against un- 
authorized use of its name and 
trademark by others was upheld in 
federal court here last week in the 
first of numerous suits to reach an 
actual court decision and give the 
magazine an unqualified victory. 

Judge John W. Holland of the 
U. S. District Court declared in his 
ruling that the Esquire Bar, Miami, 
had violated the magazine’s rights. 
The defendant was ordered to pay 
full costs, attorneys’ fees and dam- 
ages of $120 on a copyright count. 
Judge Holland granted a perma- 
nent injunction against any further 
unfair competition against the 
magazine. The judge held that Es- 
quire, through extensive sales and 
advertising during the past eight 
years, had built up a right to ex- 


clusive use of the word “Esquire” 
and to any similar name_ which 
might be confused with it. Es- 


quire’s right to its logotype, cover 
layout and “Esky,” character used 
in its cover designs, also was up- 
held by the jurist. 

~ Previous court 

offenders have resulted in 
decrees since the publishers first 
went to court in 1934. The pres- 
ent victory came after a three-year 
litigation during which Esquire 
offered numerous depositions from 
advertising men, retail and manu- 
facturing leaders, and the consum- 
ing public testifying to the 
mercial value of its famous 


suits against 


consent 


com- 
name, 


Textile Group Appoints 
Textile Quality League, New 
York, has appointed Abbott Kim- 
ball Company, New York, as adver- 
tising agency. The newly formed 
textile group is comprised of Bour- 
get, Inc., F. Ducharne Silk Com- 
pany, S. Stroock & Co., Theo. J. 
Gallagher Company, Foreman Fab- 
rics, Onondaga Silk Company, Bian- 


chini, Ferier, Inc., Julius N. Werk, 
and Tissus Haute Couture, all of 
New York. 


Sloane Leaves “Parents” 


Chester L. Sloane, promotion 
manager, Parents’ Magazine, New 
York, has resigned to join Modern 
Magazines, New York, as sales pro- 
motion manager, replacing Alexan- 
der Stewart, who has reported for 
duty with the Navy. The Dell 
Publishing Company, publisher of 
Modern Magazines, has named Carl 
Gisler research director. Martin 
Oechsner, copywriter, Ward Whee- 
lock Company, New York, succeeds 
Mr. Sloane at Parents’. 


To Nashville Office 

Adrian C. McManus, advertising 
and sales manager of the Blue Bell- 
Globe Mfg. Company, Greensboro, 
N. C., has been transferred to the 


Nashville offices of the company 
where he will serve in the same 


capacity. 


Moves Offices 


Eastburn, Siegel and Smith, At- 
lanta agency, will move its offices 
from the Standard bldg. to a new 
building on Spring street near 
North avenue. 


That's defense payrolls alone esti 
mated on contracts placed in’ Kan 
sus City, Mo and Kansas City 
Kan., to April only Reach this 
plus and other increased purchas 
ing power through Taxiposter ad 
vertising ss 1.787.824 werage cir 
culation weekly! No rate increase 
on ‘Taxiposter low costs. Write Wm 
». Whaley Co., Louisville, Ky. 


WHALEY 


“The result of the 
one week's effort on 
radio turned in a bet- 
ter than 147° gain. 

In all my merchandising 
experience L have never be- 
lieved such instantaneous 
returns could be accom- 
plished in this New England 
market knowing so well 
the slow absorption quali- 
ties of the immediate buy- 
ing publie. 

| feel your cooperation 
plus the general pulling 
power of the 920 Club ae- 
counted for this wonderful 
return.” 

ee) Stanley Anderson 


Doughnut Corporation of America 


—— 


This sensational achieve- 
ment is but one of many 
successful campaigns: 
merchandised through 
WORL’S famous 920 
Club. Make your adver- 
tising work fast—get hard 
hitting cooperation from 


WORL. 


BUY A PARTICIPATION 
IN THE 920 CLUB NOW! 
Announcements and 15 
minute programs are 
open! Write for availa- 
bilities and 15 big success 
stories today! 
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Minnesota?”; “What’s Good About yy hey —— a 
" 4 999 . yes er loc erioc erioc 
the Bad Lands? (North Dakota) ; Ended Ended Ended 
INTERNATIONAL | and What’s the Biggest Thing June 17,1939 June16,1940 June 14, 1941 
PRINTING PAPERS /Ever Built?” (Grand Coulee Dam,| Akron. 0. ..... 4,678,344 4,526,680 4,765,191 
| Washington). Newspaper reproduc- | Albany, N. Y.... 4,687,566 3,808,615 3,993,999 
‘tions are the same as trade journal seen — vanes aaeaae Rp trg Ry tg 
: : Zaltimore, Md. ...... 0,268,958 ,581,662 ,323,39% 
'e le er 7. . + on ’ pa ° — . 
Ticonderoga Book poyte yee nt ‘ool unes each, | Birmingham, Ala. 5,984,842 6,590,814 7,012,508 
—— Boston, Mass, 9,109,412 8,791,609 9,075,649 
e | The object of the campaign is to| priageport, Conn. ..... 4,488,172 4,751,460 5,036,716 
point out to shippers that Northern | Buffalo, N. Y........... 7,550,452 6,926,181 7,603,796 
Champlain Book Pacific, now being publicized as the | Camden, N. J.......... 1,905,166 2,568,138 2,474,972 
“Main Street of the Northwest.” | Cedar Rapids, Ia. 2,264,386 2,248,876 - 2,293,676 
; a reaches almost every major popu- oo va Raeceyi Rae yrtg ‘aaanaee 
a * —_ ae . P a coe . McALO, . polJd,@o 0, 405, VoVoc 
Sarato a Book lation center from Minneapolis and | ¢j,¢innati, O 7.498.020 7,876,149 8.233.939 
g St. Paul west to Seattle and Port- | Cleveland, O 8,284,059 8,660,790 8,949,839 
e land. | Columbus, O 6,172,935 6,314,32 6,348,205 
L. L. Perrin is advertising man- | Dallas, Tex 9,824,13 9,495,712 9,506,160 
if} i Di J } 4,3 oh 4,505.6 7 OS 92 
Saratoga Cover ager of Northern Pacific Railway, een a ia Mee Hy apni y 
p " cai 4: | Dayton, Pe waceeer 449,246 ¥,O25,¢ (,LiOvee 
and Batte n, Barton, Durstine &| poiver Colo 4,291,906 3,928,849 4,131,988 
Osborn is the agency. | Des Moines, Ia.... 3,141,343 3,201,801 3,016,901 
. ——_———_— Detroit, Mich. ........ “9,399,024 9,729,620 10,610,850 
Lexington Offset To Meld &F ith 1 Paso. Tex.... 4,862,064 5,108,481 5,452,693 
° e rum ewsml | Erie, Pa. ....... 4,444,538 ,330,942 4,437,106 
Made by B. A. Broughton, formerly direc- | Evansville, Ind 5,667,690 5,587,148 6,122,042 
tor of market research for the | Fall River, Mass..... 1,562,411 1,615,876 1,744,296 
INTERNATIONAL Willard Storage Battery Company,| Flint, Mich. ...... 4.306.134 4,130,504 4,345,054 
PAPER COMPANY Cleveland, and James C. Clawson, | Fort Wayne, Ind. 1,956,976 5,140,797 5,150,488 
who has been in the advertising | Gary, Ind. .......... 2,659,317 2,927,765 5,029,580 
220 East 42nd Street agency field since 1926, have tained | Grand tapids, Mich 4,110,042 4,289,535 4,600,960 
NEW YORK, N. Y. ‘ ~ ‘ ieee Greenville, S.C 3,010,216 3,365,743 3,561,714 
, |Meldrum & Fewsmith, Cleveland, | ‘''**" =. : ah othe <aeeee 
©) ICAGO CLEVELAND || * - : ’ age : "aw 7090 99% TT TSE 9099 719 
SN oN | and will work on the Republic Steel there +" Yy cae eee yet rs reer yet 
— — Tee “ati acco g untington, Bs 1,40 G8 3,8¢9,95 ed 5,4 ‘ 
‘Corporation account Indianapolis, Ind. ..... 7,627,408 8,228,405 8,745,831 
Jacksonville, Fla ; 4,218,746 4,580,450 4,753,546 
Jeraey City, NM. dicicas. 1,061,883 1,043,435 1,047,961 
Kansas City, Kan...... 1,201,627 4,455,384 _ 1,304,007 
Knoxville, Tenn 4,990,130 5,000,254 4,996,013 
e Little Rock, Ark 4,254,530 4,322,080 4,704,084 
Los Angeles, Cal..... 11,772,762 11,622,851 11,125,023 
Louisville, Ky 6,749,289 6,820,649 7,204,578 
E-4 | Lynn, Mass 3,959,564 4,092,214. 4,543,414 
Manchester, N. H 1,787,098 1,714,120 1,700,573 
SYRACUSE is THE *"Memphis, Tenn ; 5,516,980 6,228,516 6,283,326 
| Miami, Fla ee .. 6,781,635 7,589,589 7.227.061 
THE RICHEST STATE IN THE UNION fg ito 88 Tee ay 
‘Minneapolis, Minn 6,718,611 |  §,787,694 9,697,532 
| ‘Nassau County, L. I 1,303,171 1,096,725 1,782,279 
New tedford, Mass 1,450,162 1,565,704 1,747,059 
New Haven, Conn. 4,308,262 4,477,004 4,700,532 
New Grleans, La 9,020,692 9,450,546 9,371,759 
New York, N. Y... 28,253,639 27,769,327 27,973,961 
Brooklyn, N. Y.... 1,932,528 1,716,746 1,742,688 
Norfolk, Va 1,442,004 4,563,458 4,976,736 
Oakland, Cal ane 3,702,573 4,159,211 4,282,178 
Oklahoma City, Okla 4,421,690 3,664,262 4,012,120 
Omaha, Neb 2,780,252 ~ 2,872,326 2,907,746 
| Peoria, 111 4,127,234 5,551,458 5,887,052 
Philadelphia, Pa .. 13,053,331 13,411,846 14,248,990 
|} Phoenix, Ariz ; . 3,434,956 7 366 4,178,832 
Pittsburgh, Pa 9,614,402 10,505,460 
Portland, Ore 5,727,465 »,158,128 5,960,852 
Providence, R. 1 », 756,682 1,657,600 5,668,526 
Reading, Pa 1,683,631 4,948,805 5,097,7%2 
Richmond, Va 6,109,602 »,967,234 5,886,062 
‘ Rochester, N. Y 7,174,210 7,332,099 7,541,906 
* Rockford, 11 3.628.436 3,942,596 4,283,930 
; Rock Island-Moline, 11 3,887,874 3,931,984 4,300,756 
Sacramento, Cal 3,906,938 3,625,387 4,002,384 
San Antonio, Tex 384,145 3,457,493 3,978,176 
San Diego Cal 972.097 4,880,092 5.686.634 
Seattle, Wash 331,128 5,618,492 5,722,780 
= - ” South Bend, Ind 2,557,346 2.510.508 9 815.694 
ONTH after month Syracuse business gains Spokane, Wash LNT.758 2,963,296 2,931,814 
d ‘ mT " . d St Louis, Mo 589.736 8.756.770 S 568,685 
continue to lead all New York State—an - Paul. Mian 5988 719 yy 5000 585 
Syracuse has not yet begun to feel the effects of ‘Syracuse, N.Y 672,947 3,432,030 1.856,744 
. io . “ Tacoma, Wash Z.891,084 3.071.400 3,185,978 
’ the huge defense spending program. Tamea, Pie neat 262 ety 2914876 
= Toronto. Ont Can 822.154 7.396.168 7,842,718 
nl . ” * 4 | on - . , ‘ . ”» "¢ 
Syracuse is a constant “UP” market which Troy, N.Y 014,490 2,014,250 2,180,390 
makes every day a sales pay day. Advertisers ioe eos: Regi Bp tt ye Bye 
. = - - o ashington S97,0 16,090, 399 ae ) 
ean sell this PLUS market through the one, big, Youngstown, 2.491.569 3.874.996 174.398 
all-coverage newspaper at one low cost. Sesat se0.4aeeee 474,170.04 404,708,417 
" ,_ ow Tror 1 Atlanta Georgian and Sunday American ceased 6 
| rHE SYRACUSE heianin Gecraten on8 
B Chicago Herald & Exam. discontinued Aug. 28, 1939 
‘ 4 RNAI Minreapolis Star and Journal merged Aug. 1, 1939 7 
= 4 Newsday launched Sept 1940 
tes 5 San Diego Sun suspended publication Nov. 25, 1939 


ADVERTISING AGE 


June 23, 1941 


Mail Ad Service 
Elects Officers 


Mail Advertising Service As- 


sociation, New York, has elected | “ " 

the following officers: president, | Traffic Campaign 

B. S. Rosenstadt, Ardlee Service; | , 

vice-president, Robert M. Hodes, | _ (Picture on Page 31) 
Hodes-Daniel Company; treasurer, | Minneapolis, June 18.—An edu- 


Lewis Kleid, Mailings, Inc.; secre- 
tary, R. A. Pyle, R. A. Pyle Letter 
Shop. 

Directors elected were: Charles 
S. Morris, Business Letter Service; 


‘Animated Maps 
Spark Railroad‘s 


|cational campaign coupled with the 
|selling principle that “the most 


| interesting thing about a railroad is 
where it runs” features an ani- 
mated map series currently appear- 


THIS WEEK 


Index of Retail Activity in 
83 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 


YEAR TO DATE 


LTT TT TTT Ty 


+— 


WEEK BY WEEK VARIATION SHOWN HERE 


Edward Perlstein, Lee Letter Serv- |. a bee : ond ade * 
ice; John T. DeVoy, Bureau Mail- |'"8 1 newspapers and trade jour- | +20 
ing Service; and Thomas J. Clark,|"@ls on behalf of the Northern | +15 A 
Fisher-Stevens Service. | Pacific Railway. +0 
eaaciinnnintiocuninits | Each map emphasizes a. state | a A 
hc 2 Guede tent of traffic |°T™ Pacific pass—Minnesota, North | |LAST YEAR 
department, Sherman K. Ellis g, | Dakota, Montana, Washington, | ... 
Co. New York, has been named |!daho and Oregon—and details its | -” 
assistant account executive. John |Scenic features and __ industries, | is fea 
A. Thackston succeeds Mr. Power.|natural resources and vacation | a 
cnsmmastieineenmans /areas. Question headlines tie in | ~20 
Advances Aitken | with the most vital industry or | T +4 + 
W. D. Aitken, for many years on resource in the state, such | 4 it 
vice-president of Mission Dry Cor- | #8: “What's Under the World's | JANUARY FEBRUARY MARCH APRIL MAY © JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 


poration, Los Angeles, has been ap- 
pointed president of the company. 


|Richest Hill?” (the great copper | 
|and other mines underlying Butte, 
| Montana); “How Many Lakes in 


ASK YOUR PAUL BLOCK REPRESENTATIVE 


% Gain 
or Loss 
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over 
1939 
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vertising 
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vertising 
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Appeal 


1, 


1940, 


Journal 
193 


Week 
Ended 


Week % 4 
Ended 


June 16, 1940 June 14, 1941 L 


“215,688 
165,803 
285,922 
494,725 
284,438 
382,751 
226,604 
351,978 
120,642 

90,230 


214,004, 


591,492 
337,607 
394,830 
268,045 
384,970 
192,038 
300,104 
170,195 
137,409 
440,571 
,782 
194,138 
255,710 

70,972 
179,578 
226,093 
117,216 
,194 
151,584 
384,412 
186,412 
372,974 
195,426 
57,187 
58,023 
7,746 
189,182 
477,173 
318,696 
440 
71,480 
24,364 
23,426 
302,954 
1,762 

59,692 

69,048 
202,678 
391 
239,316 
99.616 
S09 
144,214 
114,261 
606,106 


136 
290.319 
SO 048 
177,064 
6SS8 766 


161,522 


20,553,803 


223,734 7 
192,605 
299,334 7 
537,067 6 
363,926 ) 
~ 422,849 
238,112 1 
387,979 ; 
121,400 " 
100, ( 
247,275 
608,55 
448,470 
405.7 
278, 
395, 
203,! 
333, 
178,¢ 
131, 
482, 


236, 


published 328-page Cente 
containing 428,848 lines 
published 100th Anniversary 


“ 


containing 


lines of 


216,027 


Gets Shoe Account 


| Whitehouse & Hardy, New York, 
has appointed R. T. O’Connell Com- 
New York, advertising 


| pany, 


as 


agency. 


TORONTO 
MONTREAL 
WINNIPEG 
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Grove, Bolin Renend 


W. A. Grove, advertising man- 
ager, Edison General Electric Ap- 
pliance Company, Chicago, has 


been elected chairman of the plan 
committee of The Modern Kitchen 
Bureau, New York, for 1941-'42. 
Roger Bolin, sales promotion man- 
ager, Westinghouse Electric & Mfg. 
Company, Mansfield, O., has been 
elected vice-chairman. 


Edmondson Moved 


W. G. Edmondson, formerly with 
the retail advertising staff of the 
Newspaper Printing Corporation, 
Nashville, has been transferred to 
he national 
nent. 


Named Sales Manager 


Arch R. Smith, former manager 
f the industrial sales division of 
‘ontinental Motors Corporation, 
etroit, has been named sales man- 
ager of the Ready-Power Company, 
Detroit, manufacturer 
electric power units. 


Durakool Appoints 

Durakool, Inc., Elkhart, Ind., 
manufacturer of mercury switches, 
has placed its account with Carter, 
Jones and Taylor, South Bend. 


advertising depart- | 


Grade Labeling 
Called Obstacle 
fo Improvement 


(Continued from Page 1) 


for going above it then naturally 
further improvement would be dis- 
couraged. There would be less op- 
portunity for a product to stand on 
its own merits.” 


Save on Advertising? 


“Some people say that the cost | 
of advertising could be saved with | 
grade labeling,” he continued. 
“There are people today who feel 
that advertising cost excessive. 
On the other hand, how would | 


| 
| 
| 


is 


_some of our popular foods of todé y | 


of gasoline- | 
| vertised? 


Trade and general magazines will | 


be used. 


"FREE BOOKLET ™ 
ON THE USES | 
OF PHOTOSTATS 


RAPID COPY SERVICE CO. 
123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
@ Ninth-Chester Bidg. . . CLEVELAND 


In Cleveland 
HOTEL HOLLENDEN 
In Colsmélsss 
THE NEIL HOUSE 


In Ahron 
THE MAYFLOWER 
In Lancaster, O. 
HOTEL LANCASTER © 


In Corning, N.Y. 
BARON STEUBEN HOTEL 


THE MOTELS THAT CHECK WITH EVERY TRAVEL STANDARD 


EE 


be known if they hadn't been ad- | 
For instance, oranges | 
used to be seen only in the Christ- | 
mas stocking. Today we know that | 
they supply us with necessary | 
health-giving vitamins and, through 
their wide use daily the cost can | 

| 


| 
| 


be met by everyone. It is stated 
that the advertising costs 1/36 of a 
cent per orange. What would 
oranges cost if they were not widely 
used? 

“Grocers sell wholesome, 


health- 


|ful bread at a cost so cheap that 


}our housewives cannot afford to 
| labor in the kitchen baking it. The | 
ladvertising cost of bread is less 
than the wrapper which is put 
around it to keep it clean.” As|} 
further proof of advertising’s bene- 

fits, Mr. Keller turned to soup. | 


|our 


“Years ago, when we wanted soup, 


grandmothers spent all after- 


| noon simmering it over a hot stove. 


Today you have on your shelves 
endless varieties of fine soups at a 
very reasonable cost. The adver- 
tising cost of a leading brand of 
soup is estimated at 36/1000’s of a 
cent a can, so if all advertising costs 


were saved it would amount to 
only a minute share of the food 
budget, and the probability is with- 


out mass production the same qual- 
ity food might cost several times 
more than it does today.” 

High Standard of Living 


Selling, advertising and merchan- 
dising have given us more and bet- 


ter foods, more automobiles, radios 
and telephones; in fact, they have 
played a great part in giving us 
the highest standard of living of 
any nation in the world, according 
to Mr. Keller. “All of these high 


sounding and altruistic motives to 
protect the consumer might lead to 
cutting out the that we, 
in the grocery business today, give 
our customers,” he said. “The rea- 
son is that the eventual step would 


services 


be toward a reduction in the cost 
of distribution. In other words, 
the elimination of your margin of 
profit. Some people feel that the 
step following this would be con- 
sumer cooperatives.” 


Compton Leaves McC-E | 


Bates Compton, 17 years an ac- 
count executive with McCann- 
Erickson, New York, has resigned | 


| to become president of Compton & 


| Company, New York. 


Sons Lithographing and 
Company, St. Louis. He will suc- 
ceed his father, George B. Comp- 
ton, who becomes chairman of the 
board. 


Printing 


To Jacobs Jewish Market 

Francis H. Leggett & Co., dis- 
tributor of Premier Food products, 
has appointed Joseph Jacobs Jewish 
Market as merchandising and ad- 
vertising agency for the Jewish 
field. 


Gets Kearny Account 

Kearny, N. J., has appointed 
United Service Advertising, New- 
ark, to direct a campaign in news- 
papers, magazines and_ business 
papers emphasizing the town’s in- 
dustrial importance. 


Joins Brown & Thomas 


Hobart Gauthier has joined the 
copy staff of Brown & Thomas, New 
York. He was formerly with Len- 
nen & Mitchell, New York, and 
prior to that with Charles W. Hoyt 


REDI-CUT CAKE 


a 29«_ ROE CUT oe 


ie 


NEW Southern Redi-Cut Solves Cake a reel Problem 


Faw &S 
AW 
53) 


& big slices cach in seperate compartment. Ready-sloed ready 
to serve 
Faclaswe new thritt package with patented cellophane wrapper 
thet snaps of and on agen protecting tresh 

to final slice. Three Populer Flavors 


Chocolate, Caramel, Lady Baltumore 


2 BIG levers, lusciously Giled and iced. Try 


the delorows coke over the week-end 


Ready Fresh—Now at your grocer—Bed: cut to 
serve and enjoy Ash tor your tavorite flavor today 


Southern 
edi Cat CAKE 


“ Z 
IT'S GOOD ANDO FRESH THRIFT TWIN 


Twin Pack BREAD 


WOW ENRICHED WITH ENERGY ViTAMInNB 


Following exhaustive tests of its ex- 
clusively-packed Redi-Cut cake, Colum- 
bia Baking Company has launched a 
campaign in more than 150 newspapers 
in five Southern states. The package, 
providing eight slices of fresh cake in 
separate compartments covered with 
cellophane, is being promoted with the 
successful formula used for the Atlanta, 
Ga., company's Twin-Pack bread, which 
also is mentioned in this newspaper copy. 


‘Tribune’ Sells 
Sunday Section in 
5 Separate Units 


Chicago, June 19. 
one or any combination of the five 
metropolitan sections published 
with the Chicago Sunday Tribune 
is now being offered to national ad- 
vertisers under a zone plan unique 
in the national field, it was re- 
ported here today. 

Under the plan, each of the sec- 
tions — North, Northwest, West, 
Southwest and South—is available 
either separately or in any com- 
bination. Rates range from 26 
cents a line in the Southwest sec- 
tion, with city and suburban circu- 
lation of 136,715 and family cover- 
age of 67 per cent, to 39 cents for 
the North section, with city and 
suburban circulation of 207,343 and 
97 per cent family coverage. A 
discount of 3 cents per line is 
allowed for each additional section 
used in the same issue provided the 
same copy is run. 

The prime purpose 
plan is to enable advertisers 
restricted distribution limited 
appropriations to exploit the 
metropolitan Chicago market a step 
at a time. Opportunities for copy 
and product testing at reasonable 
cost are also enhanced. 

The plan, which has just been 
generally announced, has been in 
operation for about two weeks, and 


of the new 
with 


or 


has already been used by a stove 
manufacturer, an oil burner dis- 
tributor, and a tire manufacturer, 


among others. 


Consider WMVA Change 


Com- 
approve 
of Station 
from a part- 
company headed by 
W. G. Barnes. The proposed change, 
reported in ApverTISING AcE June 
16, conveyed the impression that 
Station WRVA, Richmond, Va., was 
involved. No change contem- 
plated by WRVA. 


WHMA to > NBC Blue 


Station WHMA, Anniston, Ala., 
has joined the Blue network of the 
National Broadcasting Company as 
a bonus outlet with the Blue South- 
ern group. This station will be 
added only on specific request from 
each account. 


Schulhoff to J. M. Korn 


Mare Schulhoff, for the _ past 
seven years merchandising director 


The Virginia 
mission has been 
transfer of ownership 
WMVA, Martinsville, 
nership to a 


Corporations 
asked to 


is 


with John Falkner Arndt & Co., 
has joined J. M. Korn & Co., Phila- 
| delphia. 


) is out, 
—A choice of | 


| 


_ Ask Bread Bakers 


Not to Increase 
Current Prices 


(Continued from Page 1) 


able, even though some costs have 
advanced.” 


FORESEE NEED FOR 
AGGRESSIVE ADVERTISING 
Detroit, June 18.—Boom sales en- 
joyed by the motor industry this 
spring have brought about a sellers’ | 
market for motor vehicles, but some | 
sales executives believe that the 
boom will subside before the next) 


model year or early in 1942, and 
that aggressive advertising and 
merchandising methods will be 


needed to market even the restricted 
volume which factories will be per- 
mitted to make under OPM rulings. 

May retail sales eclipsed even the 
all-time records of 1929 and dealers’ 
stocks, which early this winter were 
the heaviest ever accumulated, are 
estimated now to be cut down to a 
scant two weeks’ supply with actual 
shortages in many spots. 

With demand being filled at al 
record rate, the subject of a satura- 
tion point has cropped up again. 
Much of the recent heavy buying 
has been brought on by fears of 
higher prices and substitution of in- 
ferior materials. The latter, car 
makers say, is an unwarranted fear. 
But mounting prices will militate 
against booming motor market 
again next fall and sales officials 
will not be surprised if they 
themselves doing business in a buy- 
ers’ market again before the 


GRAND JURY INDICTS 
PEA CANNERS, PACKERS 


Chicago, June 19.—Naming 80 
companies, individuals and organi- 


zations, indictments charging con- 
spiracy to fix prices were returned 
by a special federal grand jury this 
week against leaders in the pea 
canning and meat industries. The 
charges were the first lodged as a 
result of government investiga- 
tion of prices and marketing prac- 
tices. 

Thirty-one canning companies, 
35 individuals and three canners’ 
organizations were indicted Monday 
on charges of violating the Sher- 
man anti-trust act by conspiring to 
control the production and price of 
canned peas. Today’s second in- 
dictment in the food inquiry struck 
at the meat industry. It accused 
Armour & Co., Swift & Co., Wilson 
& Co., the American Meat Institute, 
seven individuals and a 
subcommittee of the Joint Market 
Improvement Committee of a con- 
spiracy to fix prices of sheep mar- 
keted at Chicago’s huge stockyards. 
A group of sheep buyers, commission 
company salesmen and members of 


a 


Chicago 


the subcommittee were named as 
co-conspirators, but were not ac- 
tually indicted. 
Allegations Denied 
Denials of any conspiracy to fix 
the prices of sheep sold in the Chi- 


cago market were entered promptly 
by the American Meat Institute, 
Swift & Co., Armour & Co., and 
other defendants 

The indictments name the Canned 
Pea Marketing Institute, Inc.; 
Canned Pea Marketing Coopera- 
tive, Inc.; Stevenson, Jordan and 
Harrison, Inc.; 31 canning compa- 
nies, and 
of the companies, 
agreeing, since 1938, upon 
to reduce acreage, 
amount each canner was to pack, 
and fix prices. The result of the 
“conspiracy”, the government said, 
was “reduced and controlled acre- 
age, suppression of competition 
among canners, and fixing of non- 


a 
determine the 


competitive prices.” The _ indict- 
ments said canners contract with 
pea growers each year, and that 


prices to be paid are predetermined. 
After canning, the peas are handled 
through brokers 

According to the charges, the 
alleged program of price-fixing and 
acreage control was promoted by 
the two pea marketing groups and 


find | 


year | 


35 officers and employes | 

| 
accusing them of | 
plan | 


Stevensen, Jordan and 
managerial engineers. 

Specific denials were made by the 
Canned Pea Marketing Institute, 
to the federal charges, and L. S. 
Beale, secretary, added that at no 
time during the existence of the In- 
stitute or the Cooperative “was 
there any desire or attempt, directly 
or indirectly, to fix or control prices 
or to restrain trade in any way. As 
a matter of fact, the principal ac- 
tivity of the Institute was the plan- 
ning and conduct of an advertising 
and public education campaign for 
the purpose of increasing consumer 
demand for canned peas. This cam- 
paign was successful.” 


(tere (eo 


To cover this prosperous 
American Market, USE— 


Puerto Rico 


ILUSTRADO 


Most up to date Latin | 
American Illustrated Weekly 


Harrison, 


Write for rates and specimen copies 
ALL AMERICAN NEWSPAPERS, Rep. inc. 
420 Lexington Avenue, New York 


USE PRINTING 
FAITHORN 
3-in-l Service 


Faithorn is built upon the founda- 
tion of offering a superior service 
to advertisers and advertising 
agencies...) ot only is this 
evident in the finished work, but 
also in price and actual time 
saved .. . Faithorn 3-in-l serv- 
ice offers typography, engrav- 
ing and printing—all under 
ONE root . .. The saving of 
TIME alone avoids your chas- 
ing the rainbows of discon- 
nected suppliers whose respon- 
sibility is limited to the work they 
do ... You will be pleased with 
FAITHORN SERVICE. On that next 
job try us and note the difference. 


Simply phone Wabash 7820. 


For many years 
Finchley has 
used FAITHORN 
3-in-one complete 
service. You, too, 
can now enjoy its 
many advantages. 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


| You can use one or all—just as you wish, 
but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
504 SHERMAN STREET 
CHICAGO 


DAY AND NIGHT SERVICE 
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June 23, 194) 


Dr. Scholl 


Educates the Consumer 


As this striking full-page trade publication advertisement suggests, the 
great line of Dr. Scholl Foot Comfort Remedies, Appliances and Arch Sup- 
ports, made familiar to the public through thirty-seven years of successful 
advertising, is constantly explained to retailers in “Tell-All” copy which 
really sells the quality and value of the line. 


they are well advertised, and they get behind them 
and push!” 


As J. A. Wagner, advertising manager of The 
Scholl Mfg. Co.. Ine., puts it, “We want our 100,000 
retailers to know all about the Dr. Scholl products 
they are selling——about the consumer advertising 
that draws customers to their stores, about new 


National advertisers in every field are making their 
trade promotion just as effective as their consumer 


by Kducating the Dealer! 


items in the line, and especially about the big 
values which we put into the products themselves 
and pass on to the consumer. 


“That is why our advertising. addressed  spe- 
cifically to retail merchants and their salespeople, 
appears regularly in the business publications in 
the shoe, drug. department store and variety fields. 
And that is why such promotions as Foot Comfort 
Week, celebrated this year June 7-14, are so tre- 
mendously successful. Our merehants know Dr. 
Scholl products are good products, they know 


advertising by regular. consistent use of the busi- 
ness publications which reach the retail merchants 
who supply direct contact with the consumer. 


The value of this type of advertising is far greater 
than its low cost suggests. Write an insurance pol- 
icy on your consumer advertising by making the 
merchant and his salesmen so familiar with your 
product that they can pass on the good news to 
the consumer with enthusiasm born of accurate 
knowledge. In other words. move the men who 
move the merchandise! 


REMEMBER ALWAYS, TRADE PAPER ADVERTISING PAYS! 


[| THIS ADVERTISEMENT IS ONE OF A SERIES TO STIMULATE GREA 


Se ees aes 


J. A. Wagner, keen advertising and = sales promotion 
manager of The Scholl Mfg. Co. Ine. has spent his 
advertising career of seventeen years pushing Dr. Scholl 
Foot Comfort Remedies, Appliances and Arch Supports. 


Inspired by the genius of Dr. William M. Scholl, he has 
made Scholl advertising one of the most powerful pro- 
motions in the whole field. 


His hobby is personally contacting dealers who sell Dr. 
Scholl produets—and maybe that’s why he’s so enthu- 
siastic about the trade publication advertising through 
which he addresses the men who sell Dr. Scholl Foot 
Comfort specialties to the American public! 
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NATIONAL FURNITURE REVIEW 


666 Lake Shore Drive, Chicago 


SUPER MARKET MERCHANDISING 


45 W. 45th St., New York 
AMERICAN LUMBERMAN 


431 S. Dearborn St., Chicago 


BOOT AND SHOE RECORDER 


100 E. 42nd St., New York 


DEPARTMENT STORE ECONOMIST 


100 E, 42nd St., New York 


DRY GOODS JOURNAL 


1912 Grand Ave., Des Moines, lowa 


ELECTRICAL DEALER 


360 N. Michigan Ave., Chicago 


ELECTRICAL MERCHANDISING 


330 W. 42nd St.. New York 


HOUSE FURNISHING REVIEW 


1170 Broadway, New York 


JEWELERS’ CIRCULAR - KEYSTONE 


100 E. 42nd St.. New York 
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PHOTOGRAPHIC 


REVIEW OF 
THE WEEK 


NEW OFFICERS OF CLEVELAND AMA CHAPTER 


New officers of the Northeastern Ohio chapter of the American Marketing Asso- 
ciation at Cleveland, and other AMA leaders are pictured here: (left to right) sec- 
retary, C. H. MacGregor, Western Reserve University; treasurer, Howard W. Green, 
director, Real Property Inventory of Metropolitan Cleveland; membership com- 
mittee director, Ralph C. Greiner, associate manager, Central division, McGraw- 
Hill Publishing Company; president, Donald R. G. Cowan, manager of commer- 
cial research, Republic Steel Corporation; national chairman of chapters com- 
mittee, Frank R. Coutant, Pedlar & Ryan, New York; and director of constitution 
committee, Chester F. Conner, sales promotion manager, B. F. Goodrich Company. 


COMBINATION ONE-CENT SALES 


MADAM: Please Accept this 


on Fetoog, STARS” STRIPES BOW \ & Betty Crocker 


his 
voll with purchase 2 pkgs of the delicious says TRY THIS DELICIOUS NEW SOUP 

eee new READY.TO-EAT OAT CEREAL me 
rts, 
has 
ro. 


Dr. 
thu- 
ugh 


$ é 
, - bo UX 
AT: . WHEATIES, 
That Comes Ai 2 ag 


ani CEREAL. reapy-to-tar) “s-* # 


Two new General Mills products are boosted, via the one-cent sale tech- 

GC 3 nique, in this pair of newspaper advertisements. A patriotic “Stars and Stripes" 

bow! is offered for a penny with the purchase of two packages of the new ready- 

to-eat oat cereal, Cheeri Oats, in full-page copy at the left. In the ad at right, 

consumers are offered a Wheaties-and-soup combination, a package of Betty 

Crocker vegetable noodle soup ingredients for one cent with the purchase of two 
packages of Wheaties. 


GILLETTE TIES IN WITH ARMY LIFE 


¥ 


ARMED FORCES ARE TRaiyiyc ¢ 


—_— — 
A humorous touch is combined with timely information in this new illustrated 
4 mep display produced by Ejinson-Freeman Company for Gillette Safety Razor 
iG j ompany. Parcel post zones are shown, and postage on packages to various 


U. S. army training camps can be figured out quickly and easily. 


~NEW BOTTLE 


Schenley Distillers Corporation, New 

York, is introducing Old Quaker Special 

Reserve whisky in this brand-new bottle, 

with a cellophane packet suspended 

from the neck-band containing actual 

specimens of the barley, rye and corn 
used in the product. 


STANDBYS 


LemMinAdDE 3 


for Sat te 
+ 


Two friends, his loyal dog and Eveready 
flashlight, stand by this young business 
man who has found the going tough 
in the “leminade” industry. The display 
was lithographed in full-color for the 
National Carbon Company, New York, 
by Forbes Lithograph Company, Boston. 


WHIMSY 


NO NEED FOR DECOYS 
—when you own a New G-E 


seLF- CHARGING PORTABLE! 


NEW KIND OF RADIO! 
ally < 


No Other Portable Has 
Any of These Advantages 
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GENERAL @ ELECTRIC 


The whimsy of cartoonist Robert Day 
has been harnessed by General Electric 
Company in a campaign for its new self- 
charging portable radio set. Copy fea- 
turing the universal appeal of this re- 
ceiver is scheduled for Boys’ Life, Field 
& Stream, Motor Boating and Yachting. 
An airplane-type storage battery, which 
recharges itself when the set is plugged 
into an electric outlet, replaces the con- 
ventional dry cells. 


CELEBRATE RENEWAL OF CAMEL SHOW 


There's plenty of happiness written on the faces of the orchestra leader and artist, 

Xavier Cugat (left) and Richard Marvin, radio director of William Esty & Co. 

as they celebrate the 13-weeks renewal of the Camel show and unveil a caricature 
Mr. Cugat made of Mr. Marvin at a New York cocktail party. 


NORTHERN PACIFIC TELLS WHERE IT GOES 


What's good, about 
the Bad Lands? 


4 seems 


wns exh 


Stopper headlines introduce the animated maps currently being used by Northern 

Pacific railway in a newspaper and trade journal campaign. Each features a state 

served by the road, along with its most vital industry or natural resources. 
BBDO, Minneapolis, handles the account. (Story on Page 28) 


FANTASIA TURNED INTO PLASTICS 


ay 8 


FOP LASTER 
ee os oe 


NYLON HOSE 


Walt Disney's picture “Fantasia” provided the design theme for this window 

display created by W. L. Stensgaard & Associates for Humming Bird nylon 

hosiery. Plastic materials from which the display was moulded came from Mon- 
santo Chemical Company, plastics division, Springfield, Mass. 


NAMED THE "IDEAL MAGAZINE COVER GIRL" 


Pretty, dark-haired Kay Hernan of Dallas, Tex., poses contentedly for the photog- 
rapher after she was judged the “Ideal Magezine Cover Girl” in a poll con- 
ducted among readers of Redbook Magazine. 
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June 23, 194) 


ATIONAL defense is giving wings to Arizona's industries! | 
Defense contracts awarded everywhere have put Ari- — : | 
zona's basic commodities into the front line! The first six months | 
of 1941 show cattle prices 12'/2% up from a year ago with production 
20% greater; wool is selling for 23% more; cotton growers are get- 
ting one-third more for their crop; Arizona's producing copper mines, 
which supply 40% of America's output, are working to capacity; 
lumber from northern Arizona, boasting the world's largest stand of | 
Ponderosa Pine, is being shipped in greater quantities. Advertisers 
alert to the possibilities of accelerating sales from defense activ- 
ities can "cash in” on this top-flight business. The Phoenix Republic 
and Gazette with the largest circulation in its history, and 
KTAR, key station of the Arizona Broadcasting Co., will 
do a selling job for YOU in this 
gold nugget of western markets. 


$20 ne 


9he’ano GAZETTE (BROADCASTING C 


Cover (rt30na Like TD he Siumohine Representatives—Paul H. Raymer Company 
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